An Examination of Service Quality and Satisfaction in a Religious Tourism Setting by Darfoon, Mohamed
Clemson University
TigerPrints
All Dissertations Dissertations
8-2013
An Examination of Service Quality and Satisfaction
in a Religious Tourism Setting
Mohamed Darfoon
Clemson University, mdarfoo@clemson.edu
Follow this and additional works at: https://tigerprints.clemson.edu/all_dissertations
Part of the Recreation, Parks and Tourism Administration Commons
This Dissertation is brought to you for free and open access by the Dissertations at TigerPrints. It has been accepted for inclusion in All Dissertations by
an authorized administrator of TigerPrints. For more information, please contact kokeefe@clemson.edu.
Recommended Citation
Darfoon, Mohamed, "An Examination of Service Quality and Satisfaction in a Religious Tourism Setting" (2013). All Dissertations.
1166.
https://tigerprints.clemson.edu/all_dissertations/1166
AN EXAMINATION OF SERVICE QUALITY AND SATISFACTION IN A 
RELIGIOUS TOURISM SETTING 
_________________________________________________________ 
 
A Dissertation 
Presented to 
the Graduate School of 
Clemson University 
_________________________________________________________ 
 
In Partial Fulfillment 
of the Requirements for the Degree 
Doctor of Philosophy 
Parks, Recreation and Tourism Management 
_________________________________________________________ 
 
by 
Mohamed Darfoon 
August 2013 
_________________________________________________________ 
 
Accepted by: 
Dr. Kenneth Backman, Committee Chair 
Dr. Sheila Backman 
Dr. Stephen Grove 
Dr. Gregory Ramshaw 
 ii 
 
ABSTRACT 
 
 
Since the beginning of time, people have traveled far and wide seeking to gain 
affirmation of their faith, and to honor the lands where their religious beliefs originated. 
Faith tourism, or religious tourism, is a pilgrimage that is exclusively or strongly 
motivated by religious reasons. The pilgrimage to Mecca, known as Hajj, is an Islamic 
pilgrimage where Muslims travel to Mecca in Saudi Arabia to attend one of the largest 
religious events in the world, with participation from about 3 million people on certain 
days every year. Despite its spiritual and economic importance, little attention has been 
paid to Hajj as a religious tourism event and to the pilgrims as tourists that have the same 
travel pattern. This dissertation addressed service quality perceived by Hajj pilgrims and 
its impact on their perceived value and overall satisfaction. The research aimed to provide 
theoretical and practical applications with the goal of enhancing the experiences the 
pilgrims seek during such religious journeys.  
The study applied a sequential mixed method. First, in depth interviews with 7 
pilgrims were conducted. Analysis of the results led to the development of the 
quantitative instrument. Second, a self-administrated questionnaire was distributed to 
first-time pilgrims of the 2012 Hajj season in 13 Islamic centers in South Carolina, North 
Carolina, Georgia and Florida. The analysis included 183 usable questionnaires. The data 
were coded and analyzed using different statistical methods including, reliability analysis, 
explanatory factor analysis, independent sample t-test, test of variances ANOVA, 
correlation analysis and multiple regression analysis.    
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The research concluded with a number of important insights concerning the 
service quality in the Hajj context. Hajj service quality consists of five clear practical 
dimensions: accommodation, mobility, caretaking, food services and problem solving. 
This five-dimensional construct identified has shown high reliability and validity in terms 
of statistic. The 29 items included in the Hajj service quality scale were strongly or 
moderately significantly related to customers’ perceived service quality, monetary value 
and overall satisfaction with the purchased Hajj package. 
Although, the results of the analysis suggested that perception of service quality 
varies with particular personal and purchased package characteristics, it was identified 
that pilgrims in general were somewhat satisfied with Hajj services while having lower 
perceptions of the monetary value of Hajj packages.  
The empirical findings can assist travel agencies working for Hajj to develop 
frameworks of their service quality indicators, and the developed scale can be used for 
monitoring and enhancing their business performance. For destination managers, the 
findings can assist the improvement of Hajj service quality, and to adopt criteria for 
licensing Hajj travel agencies, particularly in determining specifications for the different 
Hajj packages offered. The uniqueness of this dissertation research is the development of 
a practical evaluation tool that can be used in examining the quality of Hajj packages sold 
every year all over the world. 
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CHAPTER ONE 
INTRODUCTION 
 
In the travel and tourism industry, people purchase travel and tour packages for 
different purposes: enjoyment, relaxation, education, sport, adventure, medical, 
pilgrimage, cultural, and social interaction, among others. When a trip does not meet the 
traveler’s expectations for the intended purpose, it certainly affects their satisfaction. 
Frequently, tourists’ dissatisfaction is a failure that can be attributed to the tourism 
service provider. Tour operator, travel agents, or attraction managers, as providers of 
tourism services, may fail to deliver on their promises. In relation to heritage tourism, the 
quality of services seem to be more intangible, sensitive, and more difficult to evaluate. 
As such, marketing in heritage and cultural tourism is becoming more crucial (Rojas & 
Camerero, 2008). Tourism product providers recognize the importance of satisfying their 
customers as a way to survive and grow in an environment increasingly characterized by 
business competition. Understanding, achieving, and maintaining the quality of customer 
experiences is the successful link between organizations and their customers. Those who 
offer heritage tourism services seem to be less concerned with studying and measuring 
the quality of the service experience, perhaps because many practitioners in this specialty 
still do not consider their field to be a tourism business (Garrod & Fyal, 2000). It thus 
becomes more important for practitioners and site managers to examine the variables that 
influence tourists to visit and revisit their destinations. Indeed, the need to evaluate the 
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quality of delivered services and their impact on the tourists’ entire experience is ever-
present for ensuring a level of gained satisfaction (Rojas & Camerero, 2008).  
Religious tourism is considered as the oldest form of tourism (Rinschede, 1992). 
It is a type of heritage tourism that is motivated exclusively or strongly by religious 
reasons (Timothy & Olsen, 2006). Religious tourism has great potential as a growing 
phenomenon that would benefit from academic advances and applied improvements 
(Aleen, 2010; Collins-Kreiner & Gatrell, 2006). As Timothy and Olsen (2006) noted, 
“Religiously motivated travel including pilgrimage has grown tremendously during the 
past fifty years” (p. 3). About 240 million people travel every year to several major 
pilgrimage destinations, particularly Christians, Muslims, and Hindus (Jachowski, 2000).   
Despite the high number of individuals interested in religious tourism, it remains 
among the least explored tourist activities in the world of modern tourism (Vukonis, 
1998). Little information exists in the literature about pilgrims in terms of their 
motivations and behaviors that might help destination managers design effective 
pilgrimage packages for this growing niche market (Digance, 2003; Triantafillidou, 
Koritos, Chatzipanagiotou, & Vassilikopoulou, 2010). Marketers need to identify the 
attributes of such travel packages to reflect needs and wants of pilgrims and provide 
benefits, perceived value, and satisfaction that correspond with tourists’ desired 
experiences (Joppe, Martin, & Waalen, 2001; Stone, 1990). Furthermore, the profitability 
of service providers relies on how well destination managers and marketers meet the 
customers’ expectations of the tourism product (McKercher, Packer, Yauc, & Lam, 
2003).  
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Travel agencies and other service providers in the religious tourism industry deal 
with different types of pilgrims as a homogeneous market without considering 
motivational and behavioral differences (Collins-Kreiner & Gatrell, 2006). Several 
researchers stated that the consumption behavior and expenditures even for tradition 
pilgrims has changed, and the assumption that pilgrims represent a low-income traveler 
segment is not valid for all pilgrims (Bar & Cohen-Hattab, 2003; Chen & Chen, 2010; 
Collins-Kreiner & Gatrell, 2006; Timothy, 2011; Triantafillidou et al., 2010; Wright, 
2007). Thus, providers need to assess this changing market to design and price their 
products more effectively. Customer evaluations of service quality in the context of 
religious tourism can reveal a better understanding of this change in the market.   
Pilgrimage to Mecca, known as Hajj, is one of the largest religious events, with 
about three million Muslims participating together during certain days every year. 
Although some have argued that Muslim pilgrims perform the Hajj for their religious 
faith without intending to be tourists (Raj, 2007). Today, however, many travel agencies 
worldwide offer the Hajj journey as a holiday package with first-class and luxurious 
programs (Abdullah, 2011). This Hajj tourism dichotomy is probably based on the 
assumption that hardship and difficulties are considered a part of the pilgrimage 
experience, and that tourism would generally be associated with hedonic motivation or 
activities similar to some other forms of tourism (Timothy & Olsen, 2006). Based on the 
definition of a tourists from the World Tourism Organization (UNWTO), a person 
traveling a particular distance for a certain period of stay are the most important things 
for a traveler to be considered a tourist, regardless of the motivations or purposes (with 
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the exception being travel for work purposes) (Timothy, 2011). Hajj pilgrims travel for 
long distances, stay away from home for at least six days, and need different tourism 
services, most of which are purchased before departure. This includes booking and 
applying for a visa, transportation (air, buses, and cars), accommodations (hotels, motels, 
tent camping), food and beverage services (restaurants, canteens), expert guides, and 
shopping venues to name a few. Travelers voicing their evaluation of such packages can 
reveal insights and a better understanding of the importance of meaningful service 
components for their spiritual journey. Triantafillidou et al. (2010) argued that the 
majority of religious tourists prefer to travel using a package tour, but travel agencies and 
tourism companies offering such packages still do not manage religious travelers 
effectively. It appears that currently many pilgrimage sites are no longer appropriate for 
traditional methods of religious marketing management (Raj, 2008). Although evaluating 
services is one of the main topics in tourism marketing, little work has been done on 
service quality in religious tourism (Triantafillidou et al., 2010).    
 Given the importance of tourism services in religious tourism and its potential 
impact on pilgrims’ satisfaction with a tourism experience as a whole, challenges are 
emerging for tourism service providers to subjectively and objectively understand the 
various dimensions of the niche. Attempting to address this need, the present study is 
designed to search for the subjective and objective aspects of tourism services as a part of 
an overall pilgrimage experience.  
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Research Problem 
Although research on service quality has a long history, the literature says very little 
about service quality in heritage tourism, particularly in the religious tourism setting. The 
lack of information about pilgrims performing Hajj is clear in terms of their expectations 
and perceptions of services delivered during their journey and their impacts on the overall 
experience. Pilgrims from outside Saudi Arabia typically travel on a tour package 
provided either by a public or private tourism company or travel agency. The present 
research study is an attempt to find tools to investigate this problem; that is, the present 
study seeks to evaluate service quality in religious tourism settings. The main research 
problem can be characterized using the following questions; what is religious tourism and 
how is service quality in religious tourism settings perceived? Furthermore, how can this 
be examined and measured? 
 
Purpose of the Study 
The purpose of the present study is to enhance understanding of religious tourism 
and the service tourists’ experience in the pilgrimage context. The aim is to provide clear 
insights into understanding the perceptions, thoughts, and preferences of Muslims from 
America regarding their journey to Hajj. The present study also seeks to develop a 
practical evaluation tool that considers the main dimensions of service quality in a Hajj 
setting, which can be used to determine the quality of performance among Hajj service 
providers in different countries around the world. 
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Research Questions and Hypothesis 
A sequential mixed method research approach was used in the present study. First, 
qualitative interviews aim to answer questions based on the following assumptions: 
 Hajj as traditional religious pilgrimage event is moving toward being a profitable 
phenomenon.  
 Hajj pilgrims in terms of tourism services would like to be treated as tourists. 
  Some service dimensions have significant importance in the Hajj package. 
The main questions that will be answered in the first stage include: 
1. How do tourists associated with this religious event evaluate the quality of services 
delivered during their journey? 
2. What service quality dimensions are important in evaluating services in pilgrimage 
tourism? 
Answering these questions enabled the study to build the appropriate instrument to 
answer the following questions for the second stage of the research (the quantitative 
part):  
1- First the study examined the Hajj service quality dimensions derived from the 
qualitative part in using statistical approaches.  
H1: Hajj service quality is a multidimensional construct includes dimensions of 
promise keeping, caretaking, tangibles, and problem solving 
2- Are Hajj pilgrims from the United States satisfied with the tourism services 
delivered in the Hajj package? This question is addressed with the following 
hypothesis: 
 7 
 
H2: Hajj pilgrims from the USA are satisfied with Hajj service quality, monetary 
perceived value and overall satisfaction of purchased Hajj package. 
 
3- Do Hajj pilgrims differ in their perceptions of service quality, monetary perceived 
value and overall satisfaction with a purchased Hajj package based on 
demographic characteristics? This question is addressed with the following 
hypothesis: 
H3a: There is no difference in the perceived Hajj service quality in terms of 
pilgrims’ demographic characteristics of gender, age, education level, and total 
household income. 
H3b: There is no difference in pilgrims’ monetary perceived value terms of 
pilgrims’ demographic characteristics of gender, age, education level, and total 
household income. 
H3c: There is no difference in the overall satisfaction with purchased Hajj 
package in terms of pilgrims’ demographic characteristics of gender, age, 
education level, and total household income. 
 
4- Do Hajj pilgrims differ in their perceptions of service quality, monetary perceived 
value and overall satisfaction with purchased Hajj package based on type of 
purchased Hajj package? This question is addressed with the following 
hypothesis: 
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H4a: There is no difference in the pilgrims’ perceived Hajj service quality based 
on type of purchased Hajj package. 
H4b: There is no difference in the pilgrims’ monetary perceived value based on 
type of purchased package. 
H4c: There is no difference in the pilgrims’ overall satisfaction with purchased 
Hajj package based on type of purchased package. 
 
5- What is the relation between Hajj service quality dimensions derived from this 
study and the overall perceived Hajj service quality, monetary perceived value 
and overall satisfaction with purchased Hajj package? This question is addressed 
with the following hypothesis:   
H5a: There is no relationship between Hajj Service quality dimensions and 
perceived Hajj service quality 
H5b: There is no relationship between Hajj Service quality dimensions and 
monetary perceived value with purchased Hajj packages 
H5c: There is no relationship between Hajj Service quality dimensions and 
overall satisfaction with purchased Hajj packages 
 
6- Are dimensions of Hajj service quality different in their predictability of overall 
satisfaction with purchased Hajj, and monetary perceived value? Which 
dimensions the best predictors of overall satisfaction and perceived value in the 
Hajj setting? These questions were addressed with the following hypothesis: 
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H6a: Hajj service quality dimensions do not differ in their predictability of 
overall satisfaction with purchased Hajj package 
H6b: Hajj service quality dimensions differ in their predictability of Hajj 
monetary perceived value 
 
7- What is the role of perceived service quality and perceived value on overall 
satisfaction with purchased Hajj package? This question is addressed with the 
following hypothesis: 
H7: Hajj service quality and Hajj monetary perceived value do not differ in 
their predictability of overall satisfaction with purchased Hajj package 
 
Theoretical Applications 
The present study expects to contribute to the literature by evaluating and 
measuring service quality, specifically focusing on religious tourism. It seeks to develop 
an instrument that can be used to examine service quality in this context and to take 
advantage of different approaches that have been applied to examine and measure service 
quality in service marketing and tourism. These approaches are: critical incident 
technique (CIT), importance performance analysis (IPA), SERVQUAL and SERFPERF, 
as well as prior literature on the topic. The ultimate goal is to develop an appropriate tool 
that can be applied in examining the quality of tourism service in the Hajj setting.  
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Practical Implications 
Hajj travel agencies and the Hajj ministry in Saudi Arabia can consider the 
present study’s findings to design effective marketing plans to enhance experiences of 
those seeking this spiritual journey. The Ministry of Hajj can use the evaluation tool this 
research develops to evaluate the performance of different companies and travel agencies 
approved for offering Hajj services around the world. The present study seeks to 
determine if any specific aspects that influence service quality gaps. If such gaps were 
addressed, could service providers reasonably improve service quality for this setting in 
the future? 
 
Conceptual Definitions 
Religious Tourism:  Religiously motivated travel including pilgrimage that strongly or 
exclusively motivated by religious purposes (Timothy, 2011). 
Service Quality: A form of attitude, related but not equivalent to satisfaction, which 
results from customers comparing expectations with their perceptions of performance 
(Parasuraman, Zeithaml, & Berry, 1988). 
Service Experience: Subjective component of service delivery and the individual’s 
reactions and feelings during and after the service is delivered (Otto & Ritchie, 1996). 
Customer Satisfaction: The degree to which the customer believes that the experience 
achieves positive feelings (Oliver, 1997; Rust & Oliver, 1994). 
Perceived Value: The difference between what is perceived and what is given as a 
function of price paid for the service (Bolton & Drew, 1991). 
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CHAPTER TWO 
LITERATURE REVIEW 
 
Introduction 
Seeking quality is a concern not only for manufacturing companies; it is also 
significant for service companies. Understanding consumer expectations and perceptions 
of delivered services has been one of the most significant issues in the service quality 
literature. Considering tourism as mainly a service industry, the need to understand the 
wants, needs, expectations, and perceptions of tourists is becoming more challenging. 
Increasingly, tourist arrivals lead to growing competition among tourism services 
providers. Likewise, more tourism destinations and arrivals mean more first-time visitors 
that need to be understood in terms of their expectations and perceptions.  
This chapter reviews the literature that provides theoretical and practical insights 
and guidance for understanding tourism service quality. It starts with reviewing the 
concept of service quality and approaches to examining service quality in the marketing 
literature, then moves on to service quality in the tourism literature and in particular, 
service quality in the heritage tourism. It concludes by reviewing concepts of religious 
tourism and by service quality in religious tourism literature.   
 
The Service Marketing Triangle 
The service triangle is one of the most important classifications of service marketing 
(Gronoors, 1990; Kotler, 1994; Zeithaml & Bitner, 1996: Brown & Binter, 2006; Fisk, 
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Grove, & John, 2008). It divides service marketing into three main activities that should 
be carried out for a service marketing business to succeed: external marketing, internal 
marketing, and interactive marketing. These three types of service marketing link three 
key components in the service context: organization, service providers, and customers. 
These revolve around making and keeping promises to customers. Figure 1 illustrates this 
concept.  External marketing, labeled making the promise, involves pricing strategy 
promotional activities, and communicating with customers. Internal marketing, labeled 
enabling the promise, is marketing to employees, which involves training, motivational 
activities, and teamwork programs. This also involves all communication with 
employees, which enables them to perform services effectively and keep the promise 
made to the customer 
 
 
 
 
 
  
 
 
 
Figure 2.1 Service Marketing Triangle (Source: Zaithaml & Bitner,1996, P.23) 
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Finally, interactive marketing, labeled keeping the Promise, refers to the crucial 
moment of interaction between direct service providers and customers at the point service 
are delivered. This step is of utmost importance, because efforts in this stage can prove 
the commitments an organization makes to its customers (Fisk, Grove, & John, 2008). 
From this marketing triangle, service quality and customer satisfaction can be achieved 
through the collaborative efforts of these three elements of service marketing.  
 
Service Quality Concepts and Models 
Services differ from physical goods in four main characteristics: intangibility, 
inseparability, variability, and perishability (Lovelock & Gummesson, 2004). These 
characteristics make services more difficult to conceptualize and to operationalize 
(Cronin & Taylor, 1992; Rust & Oliver, 1994). In the service literature, services are 
conceptualized by two main approaches. The first approach is led by the disconfirmation 
paradigm that conceptualizes service quality as a comparison between consumers’ 
expectations and their perceptions of the service delivered (Gronroos, 1984; Parasuraman 
et al., 1985, 1990). Gronroos (1984) developed a model of service quality in which he 
attempted to understand how customers evaluate the quality of service delivered. In his 
model (see Figure 2), Gronroos (1984) suggested that researchers should differentiate 
between two dimensions of service quality: (1) technical quality, referring to the outcome 
of the service performance and (2) functional quality, referring to the subjective 
perception of how the service is delivered. He suggested that functional quality is 
generally perceived to be more important than technical quality.  
 14 
 
 
 
 
 
 
 
 
 
 
Figure 2.2 Service Quality  Model  (Source: Grönroos, 1984. P.40) 
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Others have questioned the appropriateness of using the same five dimensions of 
SERVQUAL in all services (Teas, 1993; Cronin & Taylor, 1992). The most famous 
model for measuring service quality using this approach is SERVPERF, an instrument 
developed by Cronin and Taylor (1992) as a perceived performance-based model that 
uses the same five SERVQUAL dimensions and 22 perception items. In their research, 
Cronin and Taylor (1992) argued that psychometric problems associated with using 
SERVQUAL could be avoided in SERFPERF, especially in terms of construct validity 
and operational efficacy. Besides these two main approaches, several alternative models 
have been advanced for measuring service quality such as importance-performance 
analysis (IPA) (Martill &1977), and critical incident technic (CIT) (Gronoos, 2000).  
 
Development and Critique of SERVQUAL 
In the last three decades, many researchers have examined the concept of service 
quality extensively, in particular how to measure it from the customer side. Parasuraman, 
Zaithmal, and Berry (1985, 1988, 1993, 1994) were among the pioneers in this area of 
research. In their research studies, they attempted to measure service quality by 
examining expectations and perceptions from the customer’s point of view. They 
conducted their research on four types of services: banking, credit cards, appliance repair, 
and telephone services. Their studies led to developing a SERVQUAL instrument in 
which they defined quality as a “form of attitude, related but not equivalent to 
satisfaction” (Parasuraman et al., 1988, p.15). Furthermore, they operationalized service 
quality as the gap between perceived and expected services. Their measurement scale 
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was built on comparing 44 items (22 expectations and 22 perceptions) that used a 7-point 
Likert scale. The customers were asked to respond regarding their expectations about 
what the company would offer and about their perceptions about what was actually 
delivered. The model was divided into management’s perceptions of service quality and 
consumers’ perception of service quality, and included five different gaps that reflect 
problems in communication, design, and delivering services. Gap 1 is the difference 
between customers’ expectations and the management’s understanding of what customers 
expect. Gap 2 occurs when management fails to translate its perceptions of customers’ 
expectations into design and service specifications. Gap 3 is the difference between 
management’s service design and the actual delivered service. Gap 4 is the difference 
between the provided service and the service specifications explained in different 
external forms of communication between management and the customer. Finally, Gap 5 
is the difference between the customers’ expected service and received service. Gap 5 is 
considered as a combination of the four other gaps.  Parasuraman, Zeithaml, and Berry 
(1985 p 47) originally designed a scale to measure customers’ perception of service 
quality using ten dimensions of service quality: 
1. Tangibles, the physical evidence of the service. 
2. Reliability, consistency of performance and dependability. 
3. Responsiveness, the willingness or readiness to provide service.  
4. Competence, ownership of required skills and knowledge to perform the service. 
5. Courtesy, politeness, respect, and friendliness of contact personnel. 
6. Credibility, trustworthiness and honesty of the service provider. 
7. Security, no risk, doubt or physical danger. 
8. Access, the accessibility of the service provider. 
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9. Communication, keeping customer informed clearly. 
10. Understanding the customer, efforts to understand customer’s needs 
 
To ensure no overlaps existed in the scale, the 10 dimensions were decreased to 
five dimensions as shown in Table 1. Researchers also determined the empirical 
importance for each dimension. Although some researchers stated that “reliability” has 
been shown consistently to be the most important dimension in service quality (Zeithaml 
& Bitner, 2000), others found that the importance of the dimensions varies and depends 
on the type of service (Cronin & Taylor, 1992). For example, “reliability” might be more 
important in medical services, whereas “tangible” might be valued more highly when the 
case of visiting a restaurant. 
 
Table 2.1 
 The five SERVQUAL dimensions. (Source: Parasuraman et al., 1988, p.23) 
Dimension Definition 
Reliability Ability to perform the promised service dependably and 
accurately. 
Assurance Knowledge and courtesy of employees and their ability 
to convey trust and confidence. 
Tangibles Physical facilities, equipment, and the appearance of 
personnel. 
Empathy Caring, individualized attention the firm provides its 
customers.  
Responsiveness Willingness to help the customer to provide prompt 
service. 
 
The entire survey was given to the sample after the service experience. They 
analyzed the data based on the formula Q = P − E The service quality scores were 
counted by (Q = P − E), where Q was the service quality score as measured by the 
difference between the perceived service score (P) and the expected service score 
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(E).When the sum is positive (Q > 0), then the performance of the company is close to 
the ideal quality. When (Q < 0), then the service quality is unacceptable. When Q = 0, 
then the service delivered met the expected quality, meaning that the customer was 
satisfied.  
The SERVQUAL instrument has been used largely by researchers in different 
types of services and fields since the first research was conducted. On the other hand, 
several authors criticized the development and the use of SERVQUAL, including Carman 
(1990), Conin and Taylor (1992), and Teas (1993). For example Carman (1990) studied 
different types of services and suggested that the five dimensions of SERVQUAL cannot 
be applied to every type of service, whereas Parasuraman et al. (1988) stated that the five 
dimensions work with any type of service and suggested that the dimensions should be 
examined for validity and reliability 
 
 
 
 
 
 
 
 19 
 
 
 
 
  
                            
  
  
      
 
     
 
 
Figure 2.3. SERVQUAL model (Source: Parasuraman, Zeithaml, & Berry, 1985, p.44). 
 
In addition, Carman (1990) argued that customers who are familiar with the 
service will expect quality differences from those who are trying the service for the first 
time. He also argued that timing is very important and can affect the customers’ response 
and suggested that expectation score surveys should be conducted before the service is 
delivered. Teas (1993) argued that service quality, as operationalized by the gap score, 
Expected Service 
Service Delivery External 
Communication 
to Consumers 
Perceived Service 
Management Perception 
of consumer expectations 
Translation of perceptions 
into service quality Specs  
Personal needs Past 
Experience 
Word of Mouth 
communication 
Gap 1 
Gap 3 
Gap 2 
Gap 4 
Gap 5 
Marketer 
Customer  
 20 
 
the P − E can equal the same thing. In reality, however, they are different (i.e., 7 – 6 = 1 
as 3 – 2 =1.etc.). He suggested like Carman (1990) did, that importance should be added 
as a measurement in the SERVQUAL instrument. Cronin and Taylor (1992) suggested 
that service quality leads to satisfaction, while satisfaction is the optimum predictor of 
consumer behavior more than the service quality itself. Teas (1993) suggested that 
quality can be either predicted from satisfaction or can be an actual function of 
satisfaction. He agreed with Carman (1990) that time can play a significant role in 
determining the two concepts, and expectations before experience will not be the same as 
they are after consumption. Although Parasuraman et al. (1988) suggested that five 
dimensions of SERVQUAL, tangibles, reliability, responsiveness, assurance, and 
empathy, can be applied to service quality in any industry, Cronin and Taylor (1992) 
found that these dimensions could be applied only to two of the four industries in their 
study. Instead, they suggested that items in the service quality scale may differ from one 
industry to another. Cronin and Taylor’s (1992) study also suggested that expectations 
can define service quality only in the case of no prior experience with the same service 
provider, and only perceptions can provide adequate information to evaluate service 
performance.  
As a response to this critique, Parasuraman et al. (1993) improved their research 
and rebuild the model. They suggested that there are two kinds of service quality 
expectations from the customers’ side. The first expectation relates to the desired quality, 
which refers to what the customer hopes to receive from the service. The second 
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expectation relates to adequate quality, which means the quality of service customers will 
accept (Zeithaml, Berry, & Parasuraman, 1993).  
 
 
 
 
 
 
 
 
Figure 2.4.  Zone of  Tolerance. (Adapted from Zeithaml, Berry & Parasuraman, 1993). 
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developed in the SERVQUAL instrument (Parasuraman, Zaithaml, & Berry, 1994). The 
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the customers’ perception after the service is delivered.  
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SERVQUAL and SERVPERF 
As noted, SERVQUAL and SERVPERF represent the two main approaches in the 
service quality literature: the disconfirmation-based approach and the performance-based 
approach.  The performance-based approach is advanced by Cronin and Taylor (1992). In 
their research (Cronin and Taylor (1992) conducted a study of four service industries 
(banking, dry cleaning, fast food, and pest control) aiming to examine the 
conceptualization and measurement of SERVQUAL. They empirically proved that 
performance only was adequate for the all four service industries they examined. Based 
on their findings, they proposed an alternative performance-based service quality 
measure called SERVPERF. They argued that using the SERVPERF model, which 
conceptualized and measured service quality based only on customer perception of 
service performance, can overcome some of the problems and methodological 
shortcomings in using SERVQUAL. Supported by other researchers such as Brown et al. 
(1993), Teas (1993), Babakus and Boiler (1992), Carmen (1990), Cronin and Taylor 
(1994) and in response to Parasuraman et al. (1994), they argued that the literature on 
assessing SERVQUAL supports SERVPERV as a more reliable and valid measure of 
service quality. Furthermore, they stated that a research report from one of the original 
co-authors of SERVQUAL (Boulding, Kalra, Staelin, & Zeithaml, 1993) strongly 
supported SERVBERF against SERVQUAL. The major arguments Cronin and Taylor 
(1994) presented to support SERVPERF are: 
 The SERFPERF conceptualization of service quality represents just one number, 
which can overcome problems related to the challenges to the SERVQUAL in 
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having different types or levels of expectations (Carman 1990; Babakus & Boller, 
1992; Oliver, 1993). 
 The performance-based paradigm measures long-term service quality attitudes 
more effectively (Cronin & Taylor, 1992), whereas disconfirmation appears to be 
appropriate only in operationalizing one of the many forms of expectancy-
disconfirmation (Boulding et al., 1993; Oliver, 1993). 
 Based on a review of the available literature, construct validity in using 
SERFPERF is greater compared to using the SERVQUAL model.   
 
Importance Performance Analysis (IPA) 
Introduced by Martilla and James (1977), IPA is a technique that helps service providers 
determine the relative importance of various attributes of their performance. It provides 
practical insights for marketing and management implications for better decision making. 
The major benefit of using IPA is the determination of areas for service quality 
improvements. Applying this technique starts with identifying the different attributes of 
the service encounter, after which customers are asked to evaluate services through two 
main questions regarding each service attribute: 
 How important is the attribute? 
 How well did you find the performance? 
Using these two questions, importance and performance are measured separately as 
suggested by Martilla and James (1977). The data are then displayed graphically on a 
two-dimensional grid, and the results can be interpreted easily using a simple matrix. 
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Decision makers can identify areas in which attributes or steps in their service blueprint 
are importance for their customers and what attribute performance needs to be improved. 
Figure 5 summarizes the steps to construct an IPA grid. The two dimensions of 
importance and performance data are plotted on a two-dimensional grid with importance 
on the y axis and performance on the x axis. Importance is rated ranging from “slightly” 
to “extremely,” whereas importance is rated from “fair” to “excellent.” To help identify 
the areas for improvement and actions needed to minimize the gap between importance 
and performance the data are then mapped into a four-quadrant matrix. 
 
 
 
 
 
 
 
 
Figure 2.5.  Steps of applying IPA 
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indicates that attributes are of good quality and should continue being maintained. 
Quadrant 3 is labeled “Low Priority,” where importance and performance are both low. 
This indicates that the rating of the attributes does not indicate a threat, and no action is 
needed. Quadrant 4 is labeled “Possible Overkill,” where importance is low and 
performance is high. This indicates that the strength in performance is not important and 
suggests that resources could be diverted to other attributes.  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.6. Importance–Performance matrix (Source: Hudson, Hudson & Miller, 2004, 
p.309) 
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These four quadrants can help managers identify areas that need improvement and 
actions that need to be taken to enhance quality.  The 45-degree line, also called the iso-
priority line, highlights regions of different priorities. Attributes below the line must be 
given priority, whereas an attribute above the line indicates it is less of a priority (Bacon, 
2003). 
Martilla and James (1977) proposed IPA as an instrument to develop firms’ 
management strategies. They applied this technique to evaluate service quality in the 
service department of an automobile dealer. IPA has continued to be a popular 
management tool among researchers and practitioners in different service industries 
(Ennew, Reed, & Binks, 1993). For example, it has been applied to health services 
(Cunningham & Gaeth 1989; Nitse & Bush 1993); banking services (Ennew, Reed, & 
Binks 1993); education services (Alberty & Mihalik, 1989), and tourism and hospitality 
services (Pike, 2002; Litvin & Ling, 2001; Kozak & Nield, 1998; Hudson & Shephard, 
1998; Go & Zhang, 1997; Martin, 1995; Evans & Chon 1990; Chu & Choi, 1985). 
Although the ease, simplicity, and low cost of this technique have motivated both 
researchers and practitioners to widely use it, others have suggested that the technique 
needs modifications and further development. For example, Slack (1994) suggested that 
the matrix should be modified to reveal the relationships between importance, 
performance, and priority for managers to improve. Easingwood and Arnott (1991) 
employed two similar dimensions, current effect on performance and scope for 
improvement, and suggested an additional matrix to show possibility and sensitivity to 
change to enable managers to identify the practicalities and constraints related to their 
 27 
 
decisions for improvement. Dolinsky (1991) suggested that competitors’ performance 
should be added to the original two dimensions to avoid inappropriate improvement 
decisions. Finally, IPA validity and reliability have been questioned (Oh, 2001). Oh 
(2001) argued that the ease and simplicity of using IPT should not be interpreted as an 
indicator for validity. He stated that the lack of a clear definition of importance and the 
lack of a criterion concept in this technique can negatively affect the reliability of using 
it. He also argued that the survey instrument itself when using a Likert scale does not 
have the ability to accurately distinguish between differences in levels of importance and 
performance. Furthermore, it does not identify relationships between the levels of 
importance and performance with the cost of the services. Also, problems are associated 
with combining measures across all customers to evaluate expectations and performance 
associated with either a single attribute or the overall service offering. He suggested that 
tourism and hospitality researchers and practitioners should take these critiques into 
consideration when applying IPA.  
 
Critical Incident Technique (CIT) 
The Critical Incident Technique (CIT) represents one of the famous methods that 
rely heavily on in-depth customer interviews to assess and solve practical problems for 
more effective continuous improvement. CIT was first introduced in the social sciences 
by Flanagan (1954) as a qualitative method that consists of a set of steps for collecting 
data, analyzing content, and classifying observations of human behavior. Since its 
introduction, the CIT has been applied in different contexts and disciplines. In the service 
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literature, researchers have applied CIT as one of several valuable tools.  The analysis 
method CIT often results in useful information that is strictly defined compared to many 
other qualitative methods (Gremler, 2004; Grove & Fisk, 1997; Bitner,  Booms, 
&Tetreault, 1990; Keaveney, 1995). Grove and Fisk (1997) defined a critical incident as 
“one that makes a significant contribution, either positively or negatively, to an activity 
or phenomenon” (p. 67). In their study on the effect of other customers, they conducted 
486 interviews with tourists in Florida, where they found that 160 incidents of 330 
incidents recorded were positive. CIT is also a useful and suitable tool for identifying 
service quality defects (Edvardsson, 1992). It also represents an alternative way to 
understand how customers perceive services (Gronoors, 2000). Chell (1998) described 
CIT as “a qualitative interview procedure which facilitates the investigation of significant 
occurrences (events, incidents, processes, or issues) identified by the respondent, the way 
they are managed, and the outcomes in terms of perceived effects” (p. 56). Data for 
incidents can be collected using several qualitative methods, but in service, research 
studies are generally conducted by asking respondents to tell a story about the experience 
or the incident of interest (Gremler, 2004). After data are collected, information received 
from stories is studied carefully to classify data categories that summarize and describe 
the incidents (Grove & Fisk, 1997). This technique enables researchers and practitioners 
to perceive a better understanding and practical insights as the main purpose of 
conducting content analysis (Gremler, 2004; Grove & Fisk, 1997). Based on his review 
of different research studies on service marketing conducted using CIT starting with 
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Bitner et al., (1990), Gremler (2004) summarized the research process for applying CIT 
in five main stages as shown in Table 2.2. 
 
Advantages of CIT 
The main advantage of CIT is that it is a technique that can positively aid 
continuous improvement management. CIT mostly collects data directly from 
respondents using their own words. This can result in rich information about the 
phenomenon or incident of interest (Edvardsson, 1992). This subjective, thick data can 
help managers generate accurate and in-depth records that describe real-world events 
(Grove & Fisk, 1997). Furthermore, CIT enables researchers to investigate and 
understand specific situations in which quality fails and provides the reasons behind an 
incidents’ occurrence. 
  
Disadvantages of CIT 
Because data are collected in a timely way after the incident has occurred, CIT 
relies on customers’ remembering events. Many respondents may narrate the story 
differently based on different individual considerations of the incident that might create 
misunderstandings and would require accurate and truthful reporting and classification 
(Gremler, 2004). Moreover because respondents may not be accustomed to or willing to 
take the time to complete the survey, this can affect providing details in describing a 
critical incident (Edvardsson, 1992).  
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Table 2.2 
 Research process for CIT. (Adopted from Gremler, 2004, p. 81-82). 
 
Phase 1: Problem definition 
 Determine the research question 
 Determine if CIT is an appropriate method for understanding this phenomenon 
Phase 2: Study design 
 Determine how a critical incident will be defined 
 Determine the criteria for determining what is not a critical incident 
 Determine the unit of analysis 
 Develop the data collection instrument (clear instructions, appropriate story-triggering 
questions) 
 Determine an appropriate sample (appropriate context(s), appropriate respondents) 
Phase 3: Data collection 
 Train data collectors (if applicable) 
 Data collectors collect data 
 Identify usable critical incidents 
 Identify/develop criteria for incident inclusion (or exclusion) 
Phase 4: Data analysis and interpretation 
 Analyze the content of the critical incidents 
 Read, reread incidents 
 Identify recurring themes 
 Develop s classification scheme 
 Create descriptions of categories (incidents, behaviors, or other units of analysis) 
 Sort incidents using classification scheme 
 Assess intra-coder reliability 
 Engage additional judges/coders sort incidents 
 Assess inter-coder reliability 
 Test classification scheme on a holdout (validation) sample 
Phase 5: Results report 
 Study the focus/research question 
 Include data collection procedures 
 Describe the respondent (sample) characteristics 
 Describe the data characteristics and data quality 
 Analyze the data procedures and classification of incidents 
 Report the results 
 
 
The CIT method has also been questioned related to reliability and validity (Chell, 
1998; Binter et al., 1990). Grove and Fisk (1997) argued that because CIT relies mainly 
on content analysis, it has many of the same advantages and disadvantages. In content 
analysis, problems of reliability and validity are a result of language issues such as 
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ambiguity of words in addition to category labels and coding rules (Weber, 1990).  
Finally two of the disadvantages of CIT are its cost and the fact that it is time consuming, 
particularly when researchers are classifying data. To increase the validity of the 
technique, it needs to make it repeatedly (Grove & Fisk, 1997).    
 
Perceived Value 
Perceived value refers to the value that customers receive or experience by using 
a service (Bettman, Luce, John, & Payne, 1998). When services are delivered, customers 
perceive or experience value differently based on their needs, preferences, financial 
status, or personal values (Ravald & Grönroos, 1996). Zeithmal (1988) noted, “Perceived 
value is the consumer’s overall assessment of the utility of a product based on what is 
perceived and what is given” (p.14), whereas Lovelock (2000) considered the concept as 
a comparison a customer makes between perceived benefits and perceived costs. In the 
marketing literature, perceived value has been measured as a single overall value that the 
customer gains from a product (Gale, 1994; Bolton & Drew, 1991) or as cumulative 
values that can be measured in a multi-item scale (Sheth, Newman & Gross, 1991; 
Grewal, Monroe, & Krishnan, 1998). Sheth et al., (1991) built their scale for measuring 
perceived value in the electronic self-service context on five value dimensions: social, 
emotional, functional, epistemic, and conditional. Petrick, (2002) applied SERV-
PERVAL, a scale that includes five dimensions: quality, monetary price, non-monetary 
price, reputation, and emotional response. Some researchers conceptualize perceived 
value as a dynamic variable that can be perceived and evaluated differently before 
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purchase, during the purchasing process, when the product is being used, and after the 
product has been used (Ravald & Grönroos, 1996). More recently, perceived value has 
received more attention from researchers in tourism, mostly measured by a 
multidimensional scale with different dimensions (Duman & Mattila, 2005; Sanchez, 
Callarisa, Rodrıguez, & Molineret, 2006; Petrick & Backman, 2002).  
 
Service Quality and Consumer Satisfaction 
In the service quality and consumer satisfaction literature, some confusion remains in 
particular regarding the nature of the connecting direction of the relationship between 
service quality and consumer satisfaction. However, one can find agreement among 
various researchers that satisfaction and service quality are related, but not in the same 
way (Parasuraman et al, 85).  Furthermore, service quality is an overall evaluation or a 
global value assessment, whereas customer satisfaction is a transactions assessment 
(Cronin and Taylor, 1992; Teas, 1993; Parasuraman et al., 1988, 1994; Carman, 1990). 
Some service quality researchers, and based on this distinction, have argued that 
assessing customer satisfaction is an antecedent of service quality (Bolton & Drew, 
1991). Others, based on theoretical and empirical evidence, believe that service quality is 
an antecedent of customer satisfaction, and that higher levels of perceived service quality 
result in increased consumer satisfaction (Parasuraman et al., 1988; Cronin & Taylor, 
1992). Furthermore, Parasuraman et al. (1988) and Cronin and Taylor (1992) found that 
both service quality and consumer satisfaction affect purchase intentions. Cronin and 
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Taylor (1992), however, stated that consumer satisfaction causes a stronger impact on 
purchase intentions than service quality.  
Despite this distinction, customer satisfaction has been conceptualized the same 
as service quality, namely, the difference between expectations and experiences (Baker & 
Crompton, 2000). The majority of research studies focusing either on service quality or 
customer satisfaction have used the disconfirmation paradigm. The disconfirmation 
paradigm is an approach in which satisfaction is the result of a comparing process 
customers undertake between their perceptions of how a product or service performs with 
their prior expectations (Oliver & DeSarbo, 1988). This same paradigm has been used in 
examining and measuring service quality as the different between service expectations 
and service perceptions (Brown, Cherchille, & Peter, 1993).   
 
Service Quality in the Tourism Literature 
Meeting the needs of current and potential customers is the main objective of 
developing products in any industry. Tourism is mainly a service industry, which 
includes a strong psychological aspect in terms of reacting to and developing feelings 
toward an experience. As such, the concern surrounding issues such as quality and 
productivity are becoming more and more important (Otto & Ritchie, 1996). Service 
quality research has been conducted as it relates to various topics in the travel and 
tourism industry, using mostly the SERVQUAL and SEVPERF scales with some 
modifications. This is especially true in relation to the kind and number of dimensions 
and items used in the scale; for example, in leisure services (Crompton, MacKay, & 
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Fesenmaier, 1991; Fick & Ritchie, 1991); in travel agencies, (Johns, Avci, & Karatepe, 
2004; Bigne, Martinez, Miquel, & Andreu 2003; LeBlanc 1992; Ryan & Cliff 1997; Fick 
& Ritchie 1991); in hospitality (Knutson, Stevens, Wullaert, & Patton 1991; Fick & 
Ritchie 1991); and in parks, (Hamilton, Crompton, & More,1991; Fick & Ritchie 1991). 
 Fick and Ritchie (1991) applied the SERVQUAL scale in four travel and tourism 
services: airlines, restaurants, hotels, and ski areas. In their research, they conducted a 
survey of 200 respondents from each service, and their survey was divided into three 
parts. The first part measured the expectations of the service quality; the second measured 
perceptions; and the third measured the overall quality of service. They agreed with 
Carman (1990) that the five dimensions and their 22 items may not apply in different 
type of services. They also suggested that dimensions used in SERVQUAL may be too 
limited for tourism services. Crompton et al. (1991), in their research on four recreation 
services, suggested that only four dimensions can be applied for recreation services. 
Although they agreed with Carman (1990) and Teas (1993) that importance should be 
added to the scale, their results revealed significant differences between dimensions and 
program participation. For example, they found that the tangible dimension was 
important in the hockey program, whereas the assurance dimension was important to trip 
participants. On the other hand, Hamilton, et al. (1991) found that the importance of 
dimension can vary even within the same service, when visitors evaluated quality among 
the eight parks they studied in their research. They suggested that service quality in the 
context of parks would be measured differently from one park to another depending on 
the ranking and importance of the dimensions. Other researchers have modified 
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SERVQUAL to become a new scale, including Knutson, Stevens, Wullaert, and Patton 
(1991) who developed the LODGSERV scale to be used to evaluating hotel services, 
while keeping the original dimensions of the different rankings and importance. LeBlanc 
(1992) found that dimensions of brand image should be added to service quality 
dimensions in the case of travel agencies. More recently, other studies have measured 
service quality in the travel and tourism industry using the SERVQUAL instrument. For 
example, Pakdil and Aydin (2007) developed a weighted SERVQUAL after adding four 
more dimensions to the original scale: availability, employees, flight pattern, and image 
to create an instrument appropriate for measuring the quality of airline services. In their 
research, they found that both education level and passengers’ past experiences have an 
obvious effect on passengers’ expectations and experiences. Albacete-Saez, Fuentes-
Fuentes, and Liorens-Montes (2007) developed a modified SERVQUAL method to 
measure service quality in nature-based tourism, particularly rural tourism, using seven 
dimensions: personnel response, complementary offers, tourist relations, basic demand, 
tangible elements, security, and empathy. Their scale included 58 items and was designed 
to measure expectations and perceptions of quality that were distributed simultaneously.  
 Khan (2003) also developed SERVQUAL to measure service quality perceptions 
among tourists to eco-tourism destinations, which he called ECOSERV. Tribe and Snaith 
(1998) also developed their HOLSAT model, also modified from SERVQUAL, to 
measure tourists’ satisfaction in holiday experiences. Other researchers have also 
developed modifications, including Caro and Garcia (2008), who developed a 
multidimensional and hierarchical service quality model following Brady and Cronin 
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(2001). In their study, Brady and Cronin (2001) emphasized that customers, in their 
evaluation of service quality, need multi-level or hierarchical models that consist of 
primary dimensions and sub-dimensions in order to measure service quality. Caro and 
Garcia (2008) built their new model to measure service quality in travel agencies after 
analyzing both qualitative and quantitative data.    
 Notably et al, (2004) applied four instruments: Importance Performance Analysis, 
SERVQUAL, SERVQUAL multiply by importance, and SERFBERF as a 
methodological comparison in their research to measure service quality in a tour 
operating system. After analyzing their data, which was collected from 220 respondents 
in cooperation with a major UK tour operator, a service quality score was calculated for 
each question using the following four formulas: 
1. Performance (P) – Importance (I) 
2. Performance (P) – Expectations (E) 
3. (Performance [P] – Expectations [E]) × Importance (I) 
4. Performance (P) only  
 
Their study revealed no statistical difference between the four methods despite the variety 
in rankings, which featured 13 different elements used in the study.  
Some researchers believe that measuring service quality in tourism should focus 
on measuring experience quality. In many cases, the quality tourists perceive is related 
more to their experiences during their visit as a whole than to services delivered in the 
attraction (Chen & Chen, 2010). For example Otto and Ritchie (2000) built their scale in 
measuring experience quality in tourism with four dimensions: hedonics, peace of mind, 
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involvement, and recognition. Others such as Haber and Lerner (1999) insisted that 
experience quality and tourist satisfaction depend on location attractiveness, number of 
services offered, managerial skills, and personnel attitudes.  Finally Otto and Ritchie 
(2000) argued that tourism service experience can be seen as a key link between the two 
concepts that include the service element, with its managerial roots, and the experience 
element, with its psychological roots. 
 
Service Quality in Heritage Tourism 
Although service quality has been highlighted as an important issue in travel and 
tourism, the tourism literature overall has little to say about service quality in the heritage 
context. In heritage tourism, it becomes more important for practitioners and the site 
manager to examine visitors’ expectations and perceptions toward the quality of the 
service delivered. Concerns about tourists’ preferences and quality of service experience 
in heritage tourism became important in relatively recently in the tourism literature 
(Apostolakis & Jaffry, 2005). According to Nowacki (2007), the main influence for 
choice of a destination in heritage tourism is the attraction itself, therefore, the ability to 
manage the attraction to satisfy tourists’ needs (not only the exhibits and education but 
the entire experience) is strongly significant, and tourists’ expectations and perceptions 
are always the appropriate inputs for quality analysis.  
Phaswana-Mafuya and Haydam (2005) conducted their research on Robben 
Island Museum, a world cultural and natural heritage site in South Africa seeking 
tourists’ evaluation of service quality at the site. Although they did not use the 
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SERVQUAL instrument, they developed their own model using the same 
disconfirmation paradigm based on the formula: service quality equals perception minus 
expectation. For their study, they conducted two surveys; the same135 tourist 
respondents were interviewed once before boarding the boat to the island for the 
expectation section, and again after finishing their visit for the perception section. Each 
section featured different dimensions and items.  
  Similar research was conducted by Nowacki (2007) in Rogalin Museum (western 
Poland) using SERVQUAL adapted to measure the quality of the main service elements 
of the tourist attraction. It differed from Phaswana-Mafuya and Haydam’s (2005) work in 
that their respondents were asked to evaluate tourist attraction elements surrounding the 
attraction such as the reception area/ticket office, literature and souvenirs area, 
exhibitions, catering, and restrooms. Participants were asked answer the first part before 
their visit. In the second part, they were asked to evaluate the same elements using 36 
items. Results derived from the 102 complete questionnaires revealed different applicable 
suggestions for improving the attraction’s quality.  
The two previous research studies developed different methods and dimensions to 
measure service quality at two heritage sites. Although both interviewed their 
respondents before and after the experience, neither of the two studies concerned tourist 
segments or whether tourists were visiting the site for first time or had a previous 
experience. The two studies recommended that further research could examine what 
particular characteristics of visitors, including cultural, demographic, and psychological 
characteristics correlated with satisfaction. 
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In religious tourism, as heritage tourism only three studies were found in the 
literature that focus on service quality in pilgrimage tourism. The first is a qualitative 
study by Triantafillidou, Koritos, Chatzipanagiotou, and Vassilikopoulou (2010). The 
main question this research sought to answer is: What are the most important 
characteristics of the religious package tour as perceived by pilgrims? The purpose of the 
study was to reveal the motivations, thoughts, and preferences of Greek Orthodox 
travelers regarding their journeys to the sacred place in Israel, with the goal of developing 
effective marketing programs for travel agencies and tourist companies that work in this 
specific market. Relying on interviewees’ thoughts and expectations, the study revealed 
some of the general characteristics this group of pilgrims sought in the pilgrimage tour 
package, including airline services accommodation, itinerary, and expert guiding. 
Although the authors acknowledged some limitations to their research (including a small 
sample and its demographic included only Orthodox Christians), they addressed 
important implications that travel agencies should consider when designing and pricing 
the marketing mix of their religious package tours.  
The second study found features quantitative research conducted by Jabnoun 
(2003). The research aimed to develop a marketing tool to evaluate Hajj services by what 
the author called a HAJQUAL instrument based on SERVQUAL. The research was 
conducted on 110 Hajj pilgrims from Arab Emirates who had performed Hajj in that 
season. The five SERVQUAL dimensions were used in the analysis in addition to 
accessibility. The questionnaires were distributed after the journey for both first-time and 
retuning pilgrims and relied only on their perceptions of services delivered. Using seven 
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operational dimensions with 44 items to measure Hajj service quality, the research 
suggested applying this instrument in different countries and taking in account the 
cultural influences in evaluating the different factors of the service settings.       
More recently a study on service quality in religious tourism setting was 
conducted by EiD (2012). The study assesses quality of Hajj services using the five 
SERVQUAL dimensions of tangibles, reliability responsive, assurance and empathy with 
considering them as dimensions for customer satisfaction as well. The evaluation relies 
only on pilgrims’ perceptions of Hajj services by adoption of the 22 items of the 
SERVQUAL. The research analyses 950 questionnaires of respondents from five 
countries including UK, US, Indonesia, Egypt and Saudi Arabia. Although the study is 
not a cross cultural study it reveals on the differences in evaluation of service quality 
among pilgrims from different nationalities. His study does not focus on Hajj services as 
a package purchased from Hajj agency but as Hajj services from all providers in a general 
manner. The study reveals that all five dimensions are important to pilgrims to have safe 
and pleasant Hajj. It also reveals to some managerial recommendations for the Hajj 
Ministry. The research led to some recommendations for future research from which a 
call for a micro-type research that focus on specific customers and certain suppliers of the 
Hajj package.      
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Religious Tourism 
Religiously motivated travel is perhaps the oldest in human history. People have 
travelled far and wide to affirm their faith and honor the lands where their religious 
beliefs originated. Religious tourism or faith tourism is a pilgrimage that is exclusively or 
strongly motivated by religious reasons (Rinschede, 1992). Although religious tourism is 
considered as“niche tourism,” it can also be seen as a form of heritage tourism. As such, 
religious tourism is becoming closely connected to cultural and heritage tourism 
(Rinschede, 1992). In the tourism literature, several definitions of heritage tourism 
include the pilgrimage as a heritage tourism activity. For example, (Zeppel & Hall, 1992) 
defined heritage tourism as “a broad field of specialty travel, based on nostalgia for the 
past and the desire to experience diverse cultural landscapes and forms. It includes travel 
to festivals and other cultural events, visit to sites and monuments travel to study nature, 
folklore or art or pilgrimages” (p. 54). Timothy (2011) argued that religious tourism is a 
heritage tourism based on four perspectives:  
1. Religious buildings are historic sites for the general public such as churches, 
mosques, and temples. 
2. Holy places are heritage sites for religious adherents and cultural tourists. 
3. Rituals, ceremonies, and sacred experiences are a spiritual heritage for devotees.  
4. Traditional pilgrimage routes and trails have become important cultural pathways for 
pilgrims and other heritage tourists.  
 History reveals that religious-motivated journeys are also multi-purpose journeys 
with other motivations besides fulfilling religious and spiritual needs (Rinschede, 1992). 
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Researchers who have studied the relationship between tourism and pilgrimage have 
focused mainly on the similarities and differences between the tourist and the pilgrim. 
Yet the traditional perception of this relationship is guided by considering the obvious 
distinctions between the two, defining pilgrims as a religious travelers and tourists as a 
vacationer (Cohen, 1992, 1998; Collins-Kreiner, & Kliot, 2000; Smith, 1992). For 
example, Smith (1992) suggested a continuum of travel as depicted in Figure 7, which 
included the two terms of “pilgrimage” and “tourism” as end-points labeled as sacred and 
secular. Smith argued that the five positions in the continuum reflect the multiple and 
changing nature of the traveler’s motivation. She called the middle area “religious 
tourism,” where sacred travelers and secular travelers can meet in a “knowledge-based” 
tourism area.  
 
                     Pilgrimage          Religious tourism      Tourism  
        A    B  C  D  E 
                       Sacred           faith/profane (knowledge-based)                   secular  
 
 
 
Figure 2.7.  Stages of Religious Tourism. (Source: Smith, 1992, p. 5) 
 
Recently, decreasing in the dichotomy between undertaking a pilgrimage and the 
concept of tourism and between tourists and pilgrims has been found in the literature 
(Collins-Kreiner, 2010; Timothy, 2011; Timothy & Olsen, 2006; Collins-Kreiner & 
A.  Pious Pilgrim  D.  Tourist > Pilgrim 
B.  Pilgrim > Tourist   E.  Secular Tourist   
C.  Pilgrim = Tourist 
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Gatrell, 2006; Poria & Airey, 2003; Tilson, 2005). The differences are narrowing 
between tourism and pilgrimage because their similarities are increasing, and they often 
have the same travel patterns. Timothy (2011) stated that distinguishing between tourists 
and pilgrims is a false argument. Indeed, based on the World Tourism Organization’s 
(WTO) definition, the characteristics that define a tourist are traveling a particular 
distance for a period of stay. With the exception of work-related travel, the motivations of 
a person as defined above are irrelevant.  
The WTO definition is wide enough that pilgrims travelling for religious reasons 
and secular or leisure tourists all meet this definition. Pilgrims, much like tourists, travel 
long distances, stay away from their home, and need different services that are purchased 
primarily before departure. This includes booking and applying for a visa, transportation 
(planes, buses, and cars), accommodations (hotels, motels, tent camping); food and 
beverage (restaurants), expert guiding, and shopping venues to name a few. Although 
pilgrimages can be categorized as a form of religious tourism that is either exclusively or 
strongly motivated by religious reasons (Renachede, 1992), the concepts seems to be 
broader in current literature, which differentiates between traditional and modern 
pilgrimages. Traditionally, a pilgrimage has been defined as a religious and spiritual 
journey to holy sites. Yet now, it is defined as either a traditional religious or a modern 
secular journey (Collins-Kreiner, 2010). As cited in Collins-Kreiner (2010), Badone and 
Roseman (2004) were the first scholars to claim that ‘‘Rigid dichotomies between 
pilgrimage and tourism or pilgrims and tourists no longer seem tenable in the shifting 
world of postmodern travel’’ (p. 2). Moreover, the nature of the tourism experience as a 
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secular pilgrimage experience is being studied more and more in tourism research 
(Collins-Kreiner & Kliot, 2000; Alderman, 2002; Sharpley & Jepson, 2011). For example 
Alderman (2002) suggested that the term “pilgrimage” should be used widely in broader 
and more secular contexts. He gave the example of visiting Elvis Presley’s mansion and 
tomb in Memphis, Tennessee as secular pilgrimage. Others, in incorporating both 
religious tourism and pilgrimage, have argued that religious tourism need not be 
associated with a specific religion or even be made to a sacred site. King (2000), for 
example, argued that many football fans may consider football their secular “religion” 
that may lack the presence of a sacred site.  
In a research on the spiritual experience in rural tourism, Sharpley and Jepson 
(2011) stated that achieving spiritual fulfillment as a tourism dimension exists even when 
tourists are not purposefully seeking such an experience. Furthermore, studies that have 
examined the complicated relationship between pilgrimage and tourism have considered 
different aspects of the experience including those that fall into the economic, political, 
social, psychological, and emotional realms. (Collins-Kreiner, 2010) suggested that the 
tourist–pilgrim relationship should be examined from two points of view. First, it should 
be viewed from the viewpoint of religious organizations, which consider pilgrims are not 
tourists, because they travel for spiritual purposes. From the religious organization’s 
viewpoint, tourists travel for more secular purposes such as curiosity or pleasure. Second, 
the relationship should be viewed from the industry’s perspective; namely, that pilgrims 
are tourists and should be treated as such in light of their economic activities such as 
patronizing hotels, restaurants, shops, or religious centers.  
 45 
 
Finally, regardless of the similarities and differences between pilgrimage and 
religious tourism, both fit the definition of tourism, and the current literature supports 
shifting away from this debate. Instead, scholars should be examining more practical 
issues in religious tourism particularly the social, psychological, and economic aspects of 
the activity. Traditional religious tourism refers to pilgrimage that religions encourage or 
obligate and which results in millions of people traveling every year for several religious 
purposes.  
Despite the importance of religious tourism, it is still among the least explored 
tourist activities in the world of modern tourism (Vukonis, 1998; Digance, 
2003;Triantafillidou, Koritos , Chatzipanagiotou, &Vassilikopoulou, 2010). In particular, 
several researchers believe that the behaviors among tradition pilgrims (consumption and 
expenditures) have changed, including the assumption that this niche market features low 
income individuals who consider hardship and difficulty as part of the experience. 
Indeed, they feel these characteristics are not valid for all pilgrims (Bar & Cohen-Hattab, 
2003; Chen & Chen, 2010; Collins-Kreiner & Gatrell, 2006; Timothy, 2011; 
Triantafillidou et al., 2010; Wright, 2007). Those researchers also highly suggest going 
beyond the discussion of differences and similarities to more practical oriented 
researches. The present study focuses on service quality as an important practical 
implement for better tourism experience.  
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Summary 
Service quality is one of the main topics that have been studied by service 
marketing researchers in the last three decades. Unlike product, examining the quality of 
a service can be a very difficult exercise. Products have tangible specifications such as 
length, depth, width, weight, color etc. Service can have several intangible or qualitative 
specifications. In addition to different expectations that customers may have been based 
on a range of factors such as prior experience, personal needs and word of mouth 
communications. Different approaches were used applying different models. Importance-
performance analysis, SERVQUAL, SERVPERF and critical incident technique seem to 
be the most important approaches in evaluating of service delivery. Perceived value is 
consider as an important factor in customer judgment on service quality as an antecedent 
along with perceived quality for overall customer satisfaction with the delivered services. 
  In tourism as a mainly service industry, there is always need to evaluate tourism 
services for the benefit of both, tourists to enhance tourism experiences they seek, and for 
suppliers to improve their competitive advantages. Most of the models used are either 
objective as quantitative researches or subjective as qualitative researches. Applying a 
mixed method for this inquiry can combine the two sources of data for better and deeper 
understanding of the situation. The next chapter focuses on the methodology used in the 
present study. 
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CHAPTER THREE 
RESEARCH DESIGN AND METHOD 
 
Introduction 
Researchers in tourism services have recognized the importance of quality in their 
perspective business. This can be seen in the increase of subjective and objective studies. 
Developing of a framework to effectively assess service quality in religious tourism 
settings is the central aim of this study. This chapter will first discuss the theory behind 
the study followed by presenting the choice of method of collecting and analyzing data, 
relative advantages and disadvantages of other alternative methods that may be more or 
less appropriate to the context of the study. This chapter also describes the data-collection 
methods and techniques, questionnaire design, sample selection and data analysis. 
 
Expectancy Disconfirmation Theory 
Although Expectancy Disconfirmation Theory has roots in social psychology 
(Oliver & DeSarbo, 1988), more application of the theory can be found in the marketing 
field and in particular in the consumer behavior literature. It is based on the concept that, 
consumers make their judgments about products or services, from their prior expectations 
about the specification of these products and services, or benefit they expect to gain 
(Oliver, 1980; Zeithaml, Berry & Parasuraman, 1993). After consumers experience 
performance of these products or services, they would use their prior expectations as a 
comparative referent for assessing a satisfaction judgment (Taylor, Steven & Baker, 
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1994; Oliver 1997). This discrepancy or gap between prior expectations and actual 
performance is conceptualized as "expectancy disconfirmation" (Oliver 1997). When 
performance exceeds expectations, it is positive disconfirmation, and if performance 
could not meet or exceed expectations then the negative disconfirmation would occur 
(Parasuraman, Zeithaml & Berry (1985). Disconfirmation can be seen as discrepancy 
between the expected and potential quality of the good or service and the quality that was 
actually received or experienced (Oliver 1980, 1997). Satisfaction or dissatisfaction 
would be occurred whither the actual performance is better or worse than expected in the 
mind of the consumer. If performance is above or below expectations, positive or 
negative disconfirmation occurs and that would increase or decreases satisfaction. In 
EDT consumer satisfaction is a function of expectations and disconfirmation, and 
expectations are used as the standard of comparison Carman (1990). In summary, (EDT) 
predicts that satisfaction or performance quality judgments would be a result of positive 
disconfirmation.  
 
 
 
 
 
 
 
 
Figure 3.1 Traditional model of EDT Source: (Wirtz & Bateson, 1999, p.61) 
 
 
Expected 
Performance 
Perceived 
performance 
Satisfaction Disconfirmation 
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Figure 3.1 explains the four main factors of EDT classical performance model, 
expectations, performance, disconfirmation, and satisfaction. Expectations are the 
consumer's predictions or anticipations of the performance of a product or service (Oliver 
1980, 1997). Perceived performance is operationalized as the consumer's evaluation of 
various features or elements of the product or service, based on a recent consumption 
experience (Oliver 1997). Disconfirmation is operationalized as the result of the 
comparison between prior expectation and actual performance as positive or negative 
disconfirmation.  
The majority of researchers of tourism service quality and tourists satisfaction are 
conducted applying expectancy disconfirmation theory with different models and 
instruments, especially in terms kind and number of dimensions and items used in the 
scale. Some suggest that expectation should be measured to be compared with 
perceptions, others suggests that measuring just the perception is enough since that 
comparison between expectations and perceptions would occur mentally in the users’ 
mind.  
From the literature review, the four main instruments that have been used to 
measure and assess service quality particularly in tourism sector are: Importance 
Performance Analysis (IPA), SERVQUAL, SERVQUAL+ Importance and SERFPERF 
and critical incident technique (CIT). From the questioning and critique of these 
instruments presented in the literature review the present research study will apply a 
sequential mixed method. First, a qualitative study will be conducted using in depth 
interviews with a number of pilgrims aiming at developing the empirical instrument. 
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Second, a self-administrated questionnaire was distributed to examine service quality 
perceived value and overall satisfaction perceived by pilgrims. 
 As in figure 2 the study was mainly search for any possible Gaps between promised 
service performance and perceived service performance based on: 
 The study targeted the first time visitors to avoid past experience effect 
 Evaluation of service quality will be by perceptions since many studies ensure the 
absence of any significant differences between the two approaches used. 
 Dimensions that were determined in the qualitative part of the study served as 
factors for examining the independent variable (service quality score). 
 Dependent variables in this study are perceived value and overall satisfaction with 
purchased hajj package. 
 Qualitative and quantitative data were used  in providing the best understanding 
of the research problem 
The conceptual framework in figure 3.2 explains the underlying process, which was 
applied in guiding this study.  
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Note: The relationship indicated by the headed arrows, represent the correlational relationship between the 
different variables in the study.  
Figure 3.2 Proposed conceptual frame work tested in the study 
 
Research Design 
This study sought to obtain meaningful data regarding service quality in a 
religious tourism sitting. The study applied a mixed method approach that combines 
qualitative and quantitative data in one study. One of the most important developments 
over the past decade has been the growth of an interdisciplinary community of scholars 
devoted to developing, and promoting mixed methods research (Tashakkori & Teddlie 
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2003). Mixed method can be defined as “the collection or analysis of both quantitative 
and qualitative data in a single study in which the data are collected concurrently or 
sequentially, are given a priority, and involve the integration of the data at one or more 
stages in the process of research” (Creswell, Plano Clark, Gutmann, & Hanson, 2003, p. 
212). Using multiple approaches can capitalize on the strengths of each approach and 
offset their different weaknesses. It could provide more comprehensive answers to 
research questions by going beyond the limitations of a single approach. The benefits of 
this triangulation can include increasing confidence in research data, creating innovative 
ways of understanding a phenomenon, revealing unique findings, challenging or 
integrating theories, and providing a clearer understanding of the problem (Jick, 1979).   
 
Critique of Mixed Method 
Despite these advantages of conducting multiple methods approach, in the 
literature one can still find an ongoing debate and arguments for and against using mixed-
methods (Small, 2008). This debate is often led by supporters of complementary 
approaches who argue that confirmation is not adequate motivation of using multiple 
methods in a research, because different types of data often produce essentially different 
types of knowledge. As a result, data disagreement would occur and cannot be used to 
verify one another (Sale et al. 2002). This divergent empirical finding is considered by 
others not as a poor research design but as a pointer of new theoretical insights and 
enrichments (Tashakkori & Teddlie 2003). Dealing with data disagreement, divergence 
or even data conflict in multiple methods approach has been discussed by several mixed 
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method researchers (Tashakkori & Teddlie 2003; Small, 2008; Pluye, Grad, Levine & 
Nicolau, 2009; Small, 2011; Moffatt, White, Mackintosh & Howel, 2006). Causes of 
divergence in mixed method vary from, method used, data collection, and data analysis. 
From their literature review on mixed method researches, Pluye, et al (2009), suggested 
that there are four strategies to be used to take into account the divergence of qualitative 
and quantitative data or results:  
1- Reconciliation, occur when the divergence between qualitative and quantitative data 
or results can be interpreted in a sense-making plausible manner, which may lead 
researchers to re-analyze existing data.   
2- Initiation begins with new frameworks or perspectives that emerge from conflicting 
evidence between qualitative findings and quantitative results. That would require, asking 
new research questions; and or collecting and analyzing new data to further examine the 
fresh perspective or framework. 
3- Bracketing, when qualitative and quantitative data or results are irreconcilable and 
suggest extreme results such as best-case and worst-case scenarios.  
4- Exclusion, refers to three situations (a) qualitative evidence contradicts or is 
contradicted by quantitative evidence (b) the results of the mixed methods study are 
incomplete or inadequate; and (c) one type of data or result lacks validity.  
In the present study, and because it applies a sequential mixed method which is 
mainly complementary rather than a conformational approach, such conflict between the 
qualitative and the quantitative results is not expected. This type of mixed method called 
explanatory sequential method; a researcher explores how individuals describe a topic by 
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starting with interviews and then uses an analysis of the information to develop a survey 
instrument that is administered later to a sample from a population (Tashakkori & 
Teddlie, 2003). 
 
Research Model 
The present study applies a sequential mixed method that generalizes findings based 
on the following stages 
 Collect and analyze qualitative data; use qualitative data to design quantitative 
instrument 
 Collect and analyze quantitative data 
 Link results from both 
Figure 3.3 illustrates the different stages of the research process. This method is 
mainly complementary approach; it is not seeking confirmation between results of the 
two methods rather than seeking better and deeper understanding of the phenomenon by a 
series endeavor. The first part the study is mainly concerned about understanding the 
importance of service quality for pilgrims and what the main dimensions in their 
evaluation are and specifically, what are the elements that can present the items in the 
quantitative instrument. After collecting and analyzing the quantitative data, the 
qualitative effort starts again in the integration analysis between the two data. In this 
integrating stage which aim to link results from both, reconciliation would be the 
concern. 
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Figure 3.3. Research model  
 
Study Area and Examined Services  
The present study was conducted on the Hajj pilgrimage that takes place every 
year in Saudi Arabia. In the Hajj journey four main places are to be visited as the main 
procedures in the Hajj rout namely Mecca, Arfat, Mena and Muzdalifa. In addition to 
Medina where almost all pilgrims from outside of Saudi Arabia visit as part of their Hajj 
journey. The study focused on services at those five locations in addition to the airline 
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services. Because pilgrims from outside of Saudi Arabia have to come through one of the 
licensed agencies as a full tour package, all services delivered in their journey will be 
included to and from and back to the airport in their home country. Services that were 
examined are:  
 Accommodation: hotel, motels, camping (fixed or mobile) 
 Transportation: airline service, buses, cars, drivers, roads and itinerary 
 Food and beverage: restaurants, canteens, quality of food, choices, speeds of 
service, and cleanliness. 
 Guiding services: a companying religious scholar and travel agents. Service 
related to being guided, educated and informed.     
 
Data collection 
Step One 
In depth interviews with 7 pilgrims from 3 Islamic centers who completed the 
Hajj were conducted aiming to investigate how important are tourism services in their 
Hajj experience, and to determine the service dimensions, items and questions to be used 
in the empirical instruments. Semi structured interviews were conducted and each 
interview lasted approximately 30 minutes. Interviews were structured to follow the three 
main methods for interview: life history, description of experience, and finally reflection 
on meanings. Semi-structured interviews method combines between structured and 
unstructured methods. Although it is like the structure that specific questions are used for 
all interviewees, it is also like the unstructured method that gives the researcher more 
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flexibility in discovery to seek more clarification and elaboration (Bailey, 2007). 
Purposeful sampling will be applied to choose the research participants using the snow 
ball sampling technique for choosing interviewees, where interviewees were asked to 
recommend other interviewees in the study.  
 
Step two 
This study used an ex post facto, descriptive, cross sectional design because the data 
were collected after pilgrims came back from their Hajj journey. A self- administrated 
questionnaire with a target number of 200 pilgrims were distributed by hand. The present 
research studies the first time pilgrimages from the US performing the Hajj in the seasons 
2012. Participants were invited to participate in the study at different Islamic centers in 
the states of South Carolina, North Carolina, Florida and Georgia. The participants were 
asked to answer the questionnaire at or return it to the Islamic center where they come to 
at least once a week for the Friday prayer, or to be given a stamped, addressed envelope 
if they prefer to complete the questionnaire at a later time. The choice of giving the 
questionnaire by hand is because of expecting a higher response rate when the researcher 
can give an explanation about the research and express the importance of their 
contribution to the study. The participants were advised on: (a) their status as volunteers, 
(b) their right to refuse to answer any question, and (d) anonymity due to the nature of the 
study. The reason behind using convenient sampling was:  
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 Population of the study was too large and in different locations (all pilgrimage 
from the US). Because of time and cost the study sample was only from the 
mentioned states. 
 The study is focusing only on those who performing Hajj for the first time   
 The study is targeting only pilgrims that booked their hajj journey as a full 
package purchased from a travel agency or tourism company here in the US. 
 The study seeks to have respondents from different cultural backgrounds, 
different ages and genders. 
 The aim was to have similar number of respondents from each center but because 
the study was targeting the first time pilgrims that could not be achieved 
considering how big each center is. 
Finally, Being a religious journey and by informing respondents that the study focused on 
improving experiences of such a journey, no incentives were needed for a better response 
rate. 
 
Data analysis 
Step 1 
The first three research questions were answered by analyzing answers of 
participants of the qualitative part (see interview questions in appendix A).  Data text was 
put in a transcript for analyzing, and then was reduced into themes through a process of 
coding. For seeking better verification procedures, themes were shared with participants 
and experts. Finally the data were discussed using narrative and tables for better 
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presentation of findings. Analyzing of the qualitative data aimed at determining the main 
service dimensions that will be used in the empirical study along with specific items for 
the questionnaire.  
 
Step 2 
Assessing tourists’ perceptions on service quality, perceived value and the overall 
satisfaction with purchased Hajj package service was examined using 7-point Likert scale 
from “strongly agree” (1) to “strongly disagree” (7), (see the sample questionnaire in 
appendix B).  SPSS was run for analyzing the data. This section gives presentation of 
how the empirical data were analyzed in the research process. First will present the data 
reliability and validity analysis followed by factor analysis, analysis of variance and 
finally, correlation analysis and regression analysis: 
 
Reliability 
The main purpose of reliability analysis is to ensure whether the data collected is 
trustworthy. Reliability analysis can be achieved by assessment of the degree of 
consistency between measurements of a variable (Hair, Black, Babin & Anderson, 2010). 
Measuring reliability of internal consistency is commonly accepted type of reliability 
analysis. It is applied here to ensure that all individual items of the scale should be 
measuring the same construct and to be highly correlated. For reliability, all dimensions 
should have a coefficient of reliability - or a Cronbach’s alpha value higher than 0.7 to 
indicate a high degree of internal consistency (Hair et al, 2010). 
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Validity 
Validity indicates the degree to which an instrument measures the construct under 
investigation. To enhance validity in the present study, all items used in the questionnaire 
were tested to show both content and construct validity. The content validity was assessed 
by confirmation against the literature review, qualitative part and experts’ discussion. The 
construct validity was assessed by determining both convergent validity and discriminant 
validity using explanatory factor analysis. 
 
Factor Analysis 
The purpose of factor analysis is to simplify the understanding of data collected to 
ensure internal reliability of a measure. It is a multivariate statistical method for data 
reduction with minimum loss of information. It analyses the interrelationship among 
different variables in terms of their common underlying dimensions (Hair et al, 2010). 
Explorative factor analysis (EFA) is often used to discover the factor structure of a 
measure. In the present study an exploratory factor analysis was used to examine and 
verify the dimensionality of all items used.  
 
Independent Samples T test 
As a method to compare the difference between means of two independent groups 
the independent samples T test was used in order to compare the difference on Hajj 
pilgrims’ perception on Hajj service quality, monetary perceived value and overall 
satisfaction of purchased Hajj package between male and female pilgrims. 
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Analysis of variance (ANOVA) 
As an appropriate method to compare difference among means of independent 
samples, Analysis of variance (ANOVA) was used. Mean and standard deviation of 
pilgrims’ perceived service quality perceived value and overall satisfaction with 
purchased Hajj package  was calculated and statistical comparison were made using one 
way analysis of variance (ANOVA). Also differences among tourists’ demographics as 
well type of package purchased with perceived service quality, perceived value and 
overall satisfaction was compared by using post-hoc tests to determine the exact 
differences comparing the mean of each group to the means of every other group. 
 
Correlation Analysis 
As an approach to measure the strength of a linear relationship between two 
variables the correlation coefficient was used in this study. Correlation analysis was 
conducted to measure the strength of a linear relationship between the five Hajj service 
dimensions and respondents perceived Hajj service quality, monetary perceived value 
and overall satisfaction with the purchased Hajj package. 
 
Regression Analysis 
The present study used the regression analysis to test the Hypotheses of a possible 
correlational relationship between variables as shown in figure 3.2.The three regression 
models shown in table 3.1 examine the following correlational relationship: 
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 In model 1, the five dimensions of Hajj service quality as independent variables 
(IVs) are related to the dependent variable (DV), perceived service quality.  
 In model 2, the five dimensions of Hajj service quality as independent variables 
(IVs) are related to the dependent variable (DV), Monetary perceived value with 
Hajj services. 
 In model 3, the five dimensions of Hajj service quality as independent variables 
(IVs) are related to the dependent variable (DV), overall satisfaction with Hajj 
services 
 
Table 3.1  
Regression Models  
Model Independent Variables Dependent Variables  
Model 1 Hajj service dimensions Monetary perceived value with Hajj services 
Model 2 Hajj service dimensions Overall satisfaction with Hajj services 
Model 3 Perceived Hajj service quality, 
Monetary perceived value with Hajj 
services 
Overall satisfaction with Hajj services 
 
 
Questionnaire Development 
The questionnaire was designed based on the extensive literature review and    the 
qualitative study. The majority of the questions are multiple-choice questions. In the 
questions, a 7-point Likert-scale was used where the respondents were asked to select the 
most appropriate number that correspondents to extent to which they agree with a 
statement. The scale used in the survey was from “strongly agree” (1) to “strongly 
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disagree” (7). It was used to provide appropriate satisfactory reliability data for the 
scales. Regarding research objectives and what information needed to collect, the 
questionnaire for the survey was comprised of three parts.  
 
Part I 
The first part of the questionnaire is for general information to ensure that (1) this 
was the first Hajj experience for the participant. (2) The participant has booked his/her 
trip through a travel agency as a full hajj package. (3) And to determine the category of 
the travel package the participant has purchased.  
 
Part II 
Part two was the main part of the questionnaire that comprised measuring of the 
main research variables, starting with 34 questions each aimed at finding the respondents’ 
opinions relating to their perceptions of quality in Hajj tourism services. These statements 
were a description of particular service attributes according to how far they think these 
statements apply to the quality of services delivered in in their journey. As recommended 
by (Carman, 1990; Cronin & Taylor, 1992), only customer perceptions were used to 
measure Hajj service quality, pilgrims’ monetary perceived value, and overall satisfaction 
with purchased Hajj package. 
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Hajj Service Quality 
In the present study Hajj service quality was measured using the main dimensions 
that came out of the qualitative part of this study. Some of them are included in 
SERVQUAL dimensions such as tangible and promise keeping as alternative name for 
reliability, and others such as accessibility (in the original SERVQUAL), in addition to  
problem solving and care taking. Furthermore some Hajj operational statements were 
adopted from (Jabnoun, 2003) and (Eid, 2012) as the only two article that were found in 
Hajj service quality literature. 
To enhance reliability service quality statements are divided in the questionnaire 
based on the different services provided in the purchased package (transportation, 
accommodation, guiding, and food service).  
 
Promise Keeping (PK) 
This dimension refers to travel agent’s ability to perform the services dependably and 
accurately as promised. Some of the aspects in the reliability factor in SERVQUAL have 
to do with “doing what is promised” and “doing it at the promised time”. This dimension 
seems to be the most important dimension in Hajj services, pilgrims would evaluate 
services based on promises given in the purchased given, timing issues is also important 
because of the certain route that all Hajj pilgrims have to go in the same time that makes 
thinking about time for pilgrims is a very sensitive that if things go wrong they may miss 
one of the rituals in one of the location and that would mean to them that their Hajj might 
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not be accepted, the name of this dimension is promise keeping and items to measure this 
dimensions are: 
 Hajj transportation was provided as good as promised 
 Arriving to different Hajj location was in promised times 
 Accommodation in Mecca was provided as good as promised 
 Tents in Mina were provided as good as promised 
 Tents in Arafat were as good as promised 
 Accommodation in Medina was provided as good as promised 
 Hajj guiding services were delivered as good as promised 
 Food served was as good as promised 
 Meals were provided in promised times   
 
Problem Solving (PS) 
Based on the qualitative study, one of the main dimensions that are important in 
evaluating service quality is how the travel agent dealt with potential critical incidents 
happened with pilgrims. Especially because of this mass event, pilgrims seem to be 
worried about any potential problem that may affect performing their Hajj the right way. 
How travel agents provide confidence to them and their ability to solve different 
problems is the main aspect of this dimension. Items used for examining this dimension 
are: 
 Our Hajj agents could deal with all problems we had 
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 Our Hajj agents enabled us to deal with critical incidents that might affect our 
Hajj performing 
 When we have a problem, our travel agents show a sincere interest in solving it 
 We trusted our Hajj agents in dealing with encountered problems 
 
Tangibles (TA) 
In SERVQUAL model tangibles refer to physical appearance of service personnel 
and their equipment. From the qualitative data, appearance of service providers is not 
important giving the nature of this spiritual experience and the religious teaching that call 
for sameness in this event. All pilgrims in this pilgrimage wear the same white simple 
cloths including travel agent and religious guide that combining the pilgrims. This 
dimension will be measured the tangible aspects of accommodation, transportation 
means, food and cleanliness. Items for this dimension are:  
 Buses were in good conditions 
 Tents in Mina were good 
 Tents in Arafat were good 
 Food was nutritious 
 We had good meals in Mina 
 We had good meals in Arafat 
 Rooms in Mecca were comfortable 
 Accommodation in Medina was comfortable 
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Accessibility (ACC) 
This dimension refers to the locations of accommodation and how it is accessible to 
other services’ places and locations where rituals are to be performed such as, Haram in 
Mecca, Jamarat and Arafat. The statements examine how convenient these locations are 
and how waiting time is short and easy access: 
 It was easy to access Haram in Mecca from our accommodation 
 It was easy to access the Jamarat from our tent in Mina 
 We could easily access restrooms from our tent in Arafat 
 We had convenient hotel locations 
 We could easily access restrooms from our tent in Mina 
 Restaurants were easily reachable from our tent in Mina 
 Our itinerary for our Hajj was convenient 
 
Caretaking (CT) 
In this dimension the services provided by the accompanying religious guide and the 
travel agents are examined mainly in terms of how are they taking care of their Hajj 
group and how are they welling and available to provide services. This dimension 
combines the three SERVQUAL dimensions of assurance, empathy, and responsiveness. 
From the qualitative data it is obvious that pilgrim and because of the spiritual experience 
they are always ready to put up with service dimensions that related to human behavior 
except for being with them and responding their request. Items for measuring this 
dimension are: 
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 We were kept informed about schedule and what to expect in activities 
 Our tour guides were frequently willing help us 
 Our travel agents gave us personal attention 
 Our accompanying religious scholar was constantly ready to help us  
 Our accompanying religious scholar was very helpful in guiding us to perform 
Hajj the right way 
 Airport transfer services where good 
 
Part two also included the measurement of pilgrims’ monetary perceived value and 
overall satisfaction with purchased Hajj package.  
 
Perceived value 
The present study is focused on religious tourism. Measuring the overall 
perceived value of a such pilgrimage journey, might need a hierarchal multidimensional 
scale, but because the overall perceived value is not the main variable, putting in mind 
the spiritual value and the association of hardship and difficulties as a part of the 
experience, the study will measure only the monetary perceived value from the 
pilgrimage package purchased from the travel agency using a unidimensional multi-items 
scale. And because the pilgrims have bought the whole package without any separating in 
pricing different services, the perceived value measured was for the whole trip by asking 
how pilgrims feel that they got from the money they paid to buy the package. This was 
through one question using a 7-point Likert-scale by 3 items as follows:  
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Thinking about your experience of your Hajj journey, please rate the value you feel that 
you got from the money you paid. (Circle one number below).  
 The Hajj package I purchased was fairly priced      
 The Hajj package I purchased was economical  
 Services delivered in my Hajj package deserve the money I paid 
 
Satisfaction 
Rust and Oliver (1994) suggested that satisfaction reflects the degree to which one 
believes that an experience provides positive feelings. Thus, satisfaction is an overall 
emotional response due to the use of service. Based on this definition the overall 
satisfaction as one of the dependent variables in this study was measured using one 
question with 3 statements about pilgrims’ feeling on services delivered in their journey, 
adapted from Oliver and Swan (1989) to measure customer satisfaction as follows:   
How you evaluate your overall experience with services purchased from Hajj agent in 
performing Hajj?  
 I am satisfied with services provided in my Hajj package  
 I am glade that I purchased my hajj package from this agency     
 The package satisfied all my needs for the Hajj experience   
 
This part also includes a question about what the participant thinks is the best number 
of pilgrims in one Hajj group. 
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Finally this part gave an open-ended question about suggestions the participants think is 
fairly needed to improve hajj package, with a space for about 3 lines. The question is 
worded as:  
 In your opinion, what suggestions you give to the travel agents to improve quality 
of services in their Hajj package in the future? 
 
Part III 
Part three of the questionnaire seeks to measure the control variables, where the 
respondents are asked about demographic information (their gender, age, level of 
schooling, marital status, and income).  
 
Summary 
Methodology used in any research is an essential element that provides the 
framework of the study, In this study, a mixed method (Qual-Quan) approach was used 
starting with in-depth interviews followed by self-administrated questionnaire for the 
main study. The study seeks benefiting from the strengths of both paradigms as 
advocated by several advantages of mixed method design.    
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CHAPTER FOUR 
THE QUALITATIVE STUDY 
 
Introduction 
Performance of Hajj (the pilgrimage to Mecca) is the fifth pillar of Islam. It 
follows Shahadah, professing monotheism and accepting Muhammad as 
God’s messenger; Salat, accepting and performing the daily ritual of five prayers; Zakat, 
giving of alms; and Sawm, fasting during Ramadan (Long, 1979). The Holy Qur’an states 
that every Muslim worldwide should make the Hajj to the Holy City of Makah once in 
his or her lifetime, if he or she is physically and financially able to perform it (Raj, 2008). 
The Hajj is performed during six days starting on the ninth day of the month of Dhul-
Hijjah, the twelfth month in the Islamic lunar calendar (Raj, 2007).  
Although this obligation is conditioned by each Muslim’s physical and financial 
ability, Hajj is the second largest tourist gathering in the world (after the Hindo Khamba 
Mela) and features more than two million religious believers gathering in one small space 
for a short period of time (Timothy, 2011). According to (Hajj and Umrah statistics, 
2011), the number of Hajj pilgrims increased from 1.9 million in 1996 to 2.2 million in 
2006, with non-Saudi pilgrims increasing from 1,080,465 in 1996 to 1,729,841 in 2008.  
According to the Royal Embassy of Saudi Arabia in Washington D.C. (2011), the total 
number of pilgrims for 2011 was 2,927,717, representing a 5% increase from the 
previous year.  
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Performing Hajj 
To perform their Hajj correctly, pilgrims are required to follow a certain route and 
perform various rituals see (Figure 4.1). After pilgrims perform their first Tawaf 
(circulation around the Kaaba), which involves walking seven times counter-clockwise 
around the Kaaba, on the morning of the eighth day of Dul-hijjah, then, they travel from 
Makah towards Mina (the tent city) for about five miles, either on foot, car. 
 
 
Figure 4.1 The Hajj Route. (Source: The Rituals & Stages of the Hajj, 2011)  
 
The next day is spent in prayer on the Plain of Arafat, which is nine miles from 
Mina for Wuqoof (the standing), the essential rite of Hajj. By sunset, pilgrims leave for 
Muzdalifah, 4.5 miles away, an area between Arafat and Mina. In Muzdalifah, they spend 
the night outdoors under the sky. In the morning of the tenth day of Dul-hijjah, they leave 
for Mina after collecting 49 pebbles to throw at al-Jamarat (stoning the three stone 
columns that represent the devil). According to Raj (2007), “These stone pillars stand at 
sites in the remote plain of Mina, where Satan appeared to Abraham and Ishmael, 
tempting them to disobey God when Abraham was taking his son to be sacrificed at 
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God’s command” (p. 133). Nahr (animal sacrifice) also starts that day (the day of the Eid-
al-Adha festival). Also in that tenth day, pilgrims go to Mecca to perform the second 
Tawaf around the Kaaba and Sa’i if has not already been done. Sa’i involves walking 
seven times between the two hills of Al-Safah and Al-Marwah, between which Ibrahim’s 
wife, Sarah, reputedly ran in her search for water. Usually, the night is spent in Mina as 
are the remaining three days in order to repeatedly throw stones at al-Jamarat. The last 
Tawaf (Tawaf of departure) can be done in the last day, the thirteenth of Dul-Hijjah. 
Non-Saudi pilgrims performing Hajj the first time usually stay extra five days for Ziyarah 
(visiting the grave of Prophet Muhammad and other heritage sites in Medina (210 miles 
from Mecca) and to shop for souvenirs.  
Hajj represents a tradition religious pilgrimage travel experience, meaning that the 
Hajj sites host only religious tourists who are motivated exclusively to undertake a 
pilgrimage as an act of worship. This can increase the need to search to what degree Hajj 
is changing toward being a modern religious tourist phenomenon, similar to activities 
seen at other sacred sites. Many religious destinations host a mixture of leisure-based 
tourists, religious pilgrims, and secular pilgrims (Raj, 2007; Rinschede, 1992). Jabnoun 
(2003) argued that not studying service quality in the Hajj context might result from the 
assumption that facing hardships and difficulties and being humble are considered 
essential to the traditional Hajj experience. This can cause pilgrims to be more tolerant in 
their evaluation and cause them to avoid quarrels or disputes during Hajj, which is a 
teaching of Islam. However, he also stated that “some travel agents handling Hajj 
journeys might consciously or unconsciously tak[ing] advantage of the tolerance of 
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pilgrims and offer much lower quality service than they promise” (p. 22). In the Muslim 
world, usually governments have a Hajj office that organizes the whole country into 
groups as a full package that is accompanied with guides and health staff. For Muslims in 
the U.S., the Saudi Ministry of Hajj has provided a list of 49 travel agents that allowed 
them to apply for a Hajj visa (List of Approved Hajj Travel Agents, 2011). 
Hajj pilgrims represent broad diversity of travelers, which can have consequences 
for service marketers and providers. Some pilgrims may come from Islamic societies that 
are relatively poor. Other pilgrims might be more experienced travelers that live in a 
developed country, or are aware of and prefer top-quality service (Henderson, 2011). 
This diversity can create challenges in delivering Hajj services such that gaps might 
occur between customers’ expectations and service providers’ perceptions of these 
expectations. Experience quality among the variety of services delivered during the Hajj 
journey can predict the level of providers’ understanding of pilgrims’ expectation of 
promised services and determine any gaps that might occur in the process of delivering 
services. Several thousand Muslims from the United States perform Hajj every year, who 
are either converts or first- or second generation immigrants (Campo, 1998). According 
to Nail Al-Jubeir, a spokesman for the Saudi Arabian embassy in Washington, D.C., the 
number of individuals undertaking the Hajj pilgrimage from the United States in 2010 
amounted to about 10,000 pilgrims (Sacirbey, 2010). The questions raised here regarding 
how important services are for these pilgrims when they make the purchase decision and 
how well the promises licensed travel agencies or tourism companies make are actually 
met. One of the main objectives of the present research is to provide responses based on 
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subjective and objective understanding of Hajj tourism service experience for pilgrims 
from the United States. 
 
Methodology 
The present study was conducted during the Hajj pilgrimage of 2012 in Saudi Arabia. 
In the Hajj journey, four main places are visited as the main location for Hajj’s rituals, 
namely, Mecca, Mina, Arafat, and Muzdalifah. The present study focused on these four 
locations in addition to Medina, where the majority of first-time Hajj pilgrims go for 
Ziyarah. All services delivered in their journey route are included in the study beginning 
and ending to the airport in the United States. 
Semi-structured interviews with seven Hajj pilgrims from the USA were conducted. 
A purposeful sampling was used to select the interviewees in order to ensure the 
participants were first-time Hajj pilgrims of different ages and genders. One interview 
with each participant was completed after they returned from the journey. The interviews 
were conducted in English in 3 locations (Clemson Mosque in Clemson SC, Islamic 
Society of Greenville in Greenville SC, and Roswell Community Mosque in Roswell, 
Georgia), and each interview lasted approximately 30 minutes. Interviews were 
structured to follow three main methods for interview: life history, description of 
experience, and reflection on meanings. The questions were organized to ask the 
participants how they would explain their experience in terms of: 
1. Their experience performing the Hajj as a religious pillar. 
2. The importance and quality of services delivered in the Hajj package. 
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3. Their overall satisfaction with the purchased package.  
Data were transcribed, coded, and analyzed using manual opened coding and emerging 
themes were shared with participants for verification. 
The reasons behind using the manually coding are, first, participant number and 
data collected are relatively small, thus analysis of the data in this manner can be done 
manually in the targeted time. Second, this is the first time for the researcher conducting 
a qualitative research. Going thought it manually gives the chance to practice the 
fundamental aspect of the coding. Bailley (2007) stated that it’s better for beginner 
researchers to analyze their data without computer aided because that will enable them to 
understand “the nuts and bolts of the analytic process” (136). Further, applying it 
electronically the first time, may lead to focusing on the software more than the data 
itself. In her research,  Basit (2003) compared between manual and electronic coding and 
concluded, that research scale, time and cost are the main considerations when to choose 
either one to use. Although she argued that using the software did not affect the need to 
think and deliberate, generate codes, and reject and replace them with others. Further, 
using the software may affect the sense of data, that having it in hardcopy and by using 
colors pens and highlights would enhance the ability to explore data in fresh ways.  
 
Reflexivity 
Reflexivity and in particular in qualitative research has become an increasingly 
important area for concern in recent years (Bott, 2010). Its significance and value is 
largely highlighted in qualitative research literature. Its importance comes from being as 
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a reminder of the researcher through the all research steps to be conscious of the cultural, 
political, social, verbal and philosophical roots of their conception as well the conception 
of their research participants and audience (Patton, 2002). The term reflexivity describes 
this process of explaining how the researcher’s experience and context can influenced the 
researcher and how he or she can positively contribute the research with that influence. 
Reflexivity provides researchers with deeper understanding of what it means to be a 
researcher by enabling awareness of the effects of his or her actions and values in 
collecting data and making decisions in the research process (Harper, 2003).  
   Unlike in quantitative research, in qualitative research, the researcher is the 
instrument that collects and interprets the qualitative data to reach findings and 
conclusions; putting in mind that qualitative research is mainly searching in experience, 
feelings, attitudes, norms, etc. Reflexivity is very important to ensure effectiveness and 
efficiency of this instrument. Reflexivity can be disadvantage and means bias to the 
research, at the same time it has the potential to be a valuable source for the study 
credibility. It can be perceived “as a confessional account of methodology or as 
examining one’s own personal, possibly unconscious, reactions” (Finlay, 2002, 536). 
Bott, (2010) argued that reflexivity is critical because it enables the researchers to 
constantly locate and relocate themselves inside their inquiry. 
Being an insider as a Muslim that coming from the same or similar culture of the 
interviewees, the researcher considers reflexivity as a very important aspect in the present 
study. History, identity, faith, heritage and experience of the researcher have helped the 
to have a good access to respondents as well to gain confidence and trust, at the 
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meantime, these elements were applied as a monitoring tool to enable the researcher to 
discover any unconscious motivations and hidden biases that can influence planning, 
conducting, analyzing and writing up of the research.  
 
Findings 
As an exploratory, qualitative study, findings are not intended to be generalized, but 
instead aim to understand participants’ perceptions, thoughts, and preferences regarding 
their Hajj service experience.   
As illustrated in Table 5, respondents were seven pilgrims, three females and four 
male aged between 30 and 55. Each had purchased a Hajj package from a travel agency 
in the U.S. The transcript was analyzed according to eight themes that emerged from 
coding and analysis of the transcript of participants’ answers: 
 Motivation and the importance of the Hajj 
 Plan for the journey 
 Transportation 
 Accommodations  
 Food and beverage 
 Tour guide services  
 Accessibility and cleanliness  
 Price and perceived value     
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Motivation and importance of Hajj services 
The findings show that participants consider performing Hajj as a life journey and 
as a life-changing experience as one of the main pillars in Islam. Participants were driven 
by their faith and willingness to be forgiven by Allah for all their sins. Full devotion, 
sacrifice, unity, and equality were the feelings all participant shared in describing the Hajj 
experience. Some participants also stated that in Hajj, they feel a particular closeness to 
Allah. They expressed that they made many Dua (supplications) for their parents, sons, 
daughters, and relatives. Typical comments included: 
I have been waiting all my life to go this journey; may Allah accept it from me. 
The journey to the holy cities of Mecca and Medina is a journey to Allah who 
calls us to come.  
In Hajj you feel that you are following the steps of the Prophet Mohammad and 
before him the Prophet Ibrahim, his wife Hajer, and his son Ismail.  
When Hajj pilgrims were asked if they consider themself as tourists, the majority of 
participants do not accept this designation to a certain degree, but all of them gave 
considerable importance to the tourism services in their journey (Table 5). Comments 
included: 
I am a pilgrim, but saying [I am] a tourist might not be appropriate, because it is 
not a trip for fun, but for performing a religious pillar.  
Although I cannot consider my Hajj journey as tourism, in terms of services I 
would evaluate them the same or even more, because if something happened or I 
couldn’t follow all the Hajj steps, my Hajj won’t be accepted.  
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Some participants, however, preferred to be treated as tourists in order to receive 
better tourism services:  
We are pilgrims, but since we pay for the whole package like tourists do, we 
should be treated as tourists, and we cannot ignore complaining when things go 
bad.  
 
Table 4.1 
 Participants’ Demographics and Importance of Hajj Services  
Participants Gender Age Package  How important is service quality in Hajj? 
1 Male 45 4 stars Hajj is a very important for Muslims. Services 
are also important because bad services can 
affect the spiritual experience.   
2 Male 40 5 stars Hajj is an overwhelming experience, but one 
would feel upset when he feels that he paid 
money for nothing. 
3 Male 55 5 stars It would be better if we got the visa and went 
by ourselves. 
4 Female 30 4 stars We believed the travel agency on what they 
promised us, but as soon as we got there, we 
found that many of the promises on their 
website were fake, and that definitely affected 
my journey. 
5 Female 35 Plus Waiting in lines and for long time is necessary 
to get any service. 
6 Male 44 3 stars Yes it affects my spiritual experience, because 
it affects my feelings. You can imagine staying 
in Mecca for almost 24 hours before we had 
our hotel. 
7 Female 53 3 stars I think most of service failures are related not 
only to travel agent but also to Hajj Ministry in 
managing this event. 
 
 81 
 
Planning for the journey 
The decision to choose a Hajj travel agency was too difficult for most of the 
participants, and they experienced confusion when searching the websites of different and 
a relatively large number of Hajj travel agencies based in the U.S. Comments included: 
When I decided to search for the right agency for Hajj, I got lost.  
Every website has mixed of negative and positive reviews; I called around 20 
agencies and couldn’t decide. 
I am sure that most of the positive reviews on the agency website were done by 
agency people. 
To make the decision, most of the respondents relied on information about the agency 
from relatives and friends from their Muslim communities. As first-time pilgrims, 
however, information on the website seemed to play a significant role in building their 
expectations about the services. For example: 
I had a lot of advice from relatives and friends that helped a lot to make the 
decision. 
It is not easy to choose the right agency unless you know someone that you trust 
can recommend one. 
What we saw there was different from what they showed us in their website. 
Respondents that chose to travel with the five-star package explained that the reason for 
their choice was their desire to have a comfortable journey and to focus on performing 
the rituals the correct way. For example: 
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When I booked the journey, I booked the 5-star package because I expected 
excellent services. 
I chose to pay a lot of money, and I believe that would be counted as hardship 
because economic issues made saving money for the journey quite hard. 
 
Transportation 
Respondents were satisfied with the airline company and airport services in the 
United States and in Saudi Arabia, despite some hassles when they arrived and departed. 
The majority, however, was not satisfied with the transportation service at the Hajj site, 
particularly transportation from and to the tents during the Mina days and from and to the 
Haram. For example: 
Transportation is the worst thing I experienced while in Hajj. 
When we knew that we had to wait a long time to ride the bus from Muzdalifah to 
Arafat, we decided to go walking, and we got there tired. 
Some participants argued that the Hajj management still has much to do to facilitate 
services, the most important of which was the transportation. However, they still blame 
the travel agencies for not being clear when explaining their packages. Comments 
included: 
We know that some services are not related to the company, but they would not 
promise us since that’s the case. For example, they promised us good and private 
air-conditioned buses, but we found that all the Hajj pilgrims ride the same 
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Mutawif (government buses), and some of them are old and not in good 
condition. 
Respondents had different itineraries for their Hajj journey. Some started with 
four days Ziyarah in Medina then traveled to Mecca to start the Hajj rituals; others 
had Ziyarah in the last three days after they were done with the Hajj. 
 
Accommodations 
Based on the responses, most of the participants were somewhat satisfied with the 
hotels, but they would not be if they compared the accommodations with the same star-
rating in the U.S. Comments included: 
Hotel services were the best things in the package, although one cannot compare 
the five-star hotels in Saudi Arabia with the hotels here. 
It seems that pilgrims are tolerant with accommodations, since it is clean and accessible 
to the rituals’ places. About the Camp in Mina, participants complained saying that they 
were not as promised. 
We had to have a lot of people in the same tent; it was way over the capacity until 
the air conditioning was not working properly. 
Respondents also complained about the cleanliness in the camp, in particular the 
restrooms. In addition they encountered long lines in which they had to stand for a long 
time. They assumed that the number of restrooms was too small compared with the huge 
number of pilgrims.   
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Food and Beverage 
All participants were quite satisfied with the food in the hotels regarding quality, 
choices, speed of service, and cleanliness, while the majority was not satisfied with food 
services in other places: 
The food in the hotel is really great, it is open buffet, but in Mina and Arafat it 
was really bad and only one meal a day. 
The food included in the package in Mina and Muzdalifah we had to buy 
ourselves because we didn’t like the standard one meal they give us per day. 
 
Tour Guide Services 
Pilgrims are guided by a Muslim scholar (usually Imam) to help them complete 
the Hajj rituals the correct way, and some representatives from the travel agencies depend 
on the pilgrims’ group to take care of transportation and accommodations issues. All 
participants stated that the religious scholar companying them was always available to 
inform and educate them on how to perform different rituals the correct way and was 
always willing to answer questions. For example: 
Our religious guide did a great job, and his role was very important. 
Because the journey is very important to us, I prepared and studied all the rituals I 
had to perform, but it was a great idea to have a religious guide with us. 
Although the small guide books are available for free everywhere, having the 
Imam with us was very useful. 
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Accessibility and cleanliness 
Participants consider accessibility quite important. In Mecca, it is important how 
Haram is easily accessible from the accommodations; the accessibility of Jamarat from 
the camp in Mina; restaurants and shopping centers in Mecca and Medina; and restroom 
accessibility in Mina and Arafat are considered very important to have a comfortable Hajj 
experience. Such accessibility is one of the main reasons for price variety. Comments 
included: 
How accessible you are from the rituals places and services is the most important 
thing in performing Hajj. 
Participants stated that the cleanliness in Haram in Mecca and Haram in Medina is good, 
but the camping area in Mina, Arafat, and Muzdalifah were not clean, nor were the streets 
outside the Haram in Mecca. For example:    
I would the say the cleanliness in Mecca Haram is great; the Saudi government is 
paying a lot for that; they are keeping it clean 24 hours and also the Haram in 
Medina. But other than that you see piles or mountains of trash everywhere you 
go. When you see that you can’t ignore being afraid of sickness. 
 
Price and Perceived Value 
As detailed in Table 4.2, most of the participants negatively evaluated the value 
for the money they paid. Some respondents clearly stated that Hajj for these agencies is 
quite a profitable phenomenon:  
Travel agencies here; they just deal as a business, nothing else. 
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Furthermore, most of the participants shared different incidences regarding delivering the 
service:  
They told we had a problem in reservation and we have to stay the night in a 2-
star hotel instead of 5-star. 
The travel agency that I went with has two types of Hajj packages. One is regular 
and the other is called “plus.” I chose the plus and paid more money, but I got 
almost the same services.   
We had an issue with the bus breaking down in Mecca before getting to the hotel. 
One thing that made me dissatisfied was not meeting the promised traveling dates, 
but I think Allah wanted for me to stay more days in the neighborhood of the 
Kaaba, so I would say it was a blessing. 
 
Table 4.2 
 Participants Perceived Value  
Participant How do you evaluate the perceived value for the money you paid for your Hajj 
journey? 
1 The value I got from Hajj can’t be priced, but in terms of service, I think the services I 
got barely equal half of the $6,500 I paid to the travel agency. 
2 We got everything they promised us, but the services do not deserve the money we 
paid. 
3 If you ask anybody, he will tell you that $6,000 is too much for 10 days. 
4 I sacrifice a lot of money to go to Hajj, why I still have to suffer while performing it.  
5 We got the same services people paid less got. 
6 It was expensive but not too much.  
7 I think overall the price is ok, because it depends on the extras you add to the package.  
 87 
 
Discussion 
From this research, the pilgrims were asked whether they considered themselves 
tourists. Notably, they shared the same travel pattern, even with pleasure-seeking tourists. 
They travel, use different modes of transportation and accommodations, eat in 
restaurants, and shop for souvenirs. Pilgrims need these services as part of their 
expectations in addition to the spiritual experience they seek and as a whole experience. 
Failing to meet these expectations would affect the quality of the entire experience. Either 
we like or not Hajj, as one participant expressed, it is becoming a profitable phenomenon. 
Despite the fact that Hajj is originally supposed to reassure people that all their 
differences have no reality in the presence of God, while all heading in the same 
direction, dressing in the same simple white clothing, and accomplishing the same goal, 
divisions among Hajj pilgrims on the basis of money are visible throughout the different 
packages travel agencies offer that categorize services based on varying prices of the Hajj 
journey. From the findings of the present study, participants shared these sentiments; 
indeed, some chose to pay a considerable amount of money to purchase a comfortable 
spiritual journey.   
The main dimensions that seem to play an important role in their satisfaction with 
the service experience are packages which include several common elements. First is 
promise keeping, this dimension is the most important because it affects how all other 
services are delivered. This refers to the providers’ ability to deliver services accurately 
the way they promise in there package. Dissatisfaction seemed to occur when the 
difference between promised services and delivered services went beyond the tolerance 
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these pilgrims were willing to show based on their faith and monetary comparisons. How 
accurate the travel agent operates its itinerary schedule is also considered important in 
customers’ reliability judgment, especially being on time for the different Hajj rituals. 
This dimension is also of importance because it evaluates the quality of services not only 
on what is delivered but also on how is it delivered. The second important dimension is 
the quality is the tangible dimension. This refers to the physical facilities and equipment. 
Hotels in Mecca and Medina, tents in Mina and Arafat, transportation means, restaurants, 
and rest rooms are examples of this dimension. Comfort and cleanliness are among the 
main components for pilgrims in their evaluation of service experience quality. The third 
important quality is accessibility. This refers to how accessible rituals and service places 
were to the pilgrims. For example, how easy was it to access the Haram in Mecca and 
Haram in Medina from pilgrims’ accommodations? How easy was the Jamarat from the 
tents in Mina, and how easy were restaurants, shops, and restrooms in all locations 
accessed from the accommodations? In addition, how available and accessible were the 
travel agents and religious scholars to answer pilgrims’ requests during the journey?  
Furthermore, from the interview all participants face different incidents and that is 
normal in a mass event like Hajj, but because these incidents might cause delay or 
prevent performing any of the Hajj requirements, pilgrims would be very anxious and 
even nervous. In such a situation pilgrims would rely on the accompanying travel agent 
to solve problems. Problem solving dimensions can be added to Hajj service quality to 
examine travel agent ability to positively deal with any critical incident faced. Regarding 
the spiritual aspects of the Hajj journey human dimensions such as responsiveness, 
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empathy and assurance, seem not to be separated in the service experience. In other 
words, pilgrims look for an adequate level of services delivery when it comes to human 
aspects where devotion, sacrifice, tolerance, equality and unity are highly associated with 
the experience. From this notion and based on participants’ answers these dimensions can 
be combined into one dimension that can be called caretaking, that the pilgrims need to 
have the agency staff taking care of them in terms of being informed of schedule and 
activities, being constantly welling to help and to answer their requests.    
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CHAPTER FIVE 
EMPIRICAL DATA ANALYSIS AND RESULTS 
 
Introduction 
This Chapter presents the analysis of collected data by the study questionnaire 
according to the steps explained in the methodology chapter. First, the pilot study of the 
questionnaire is discussed followed by analyzing data for the study sample. That includes 
discussion of demographic data, factor analysis, and test of hypothesis by different 
statistical methods including, independent sample t-test, analysis of variances ANOVA 
correlation analysis and multiple regression analysis.  
 
Piloting the Questionnaire 
A good questionnaire can be effectively developed by design and redesign to 
improve its content and look to ensure getting the right responses (Oppenheim, 1992). 
After the survey was developed, it was pretested two times to identify its ability to 
capture the required data was as expected. First it was administered to a sample of 4 Hajj 
pilgrims without the condition of being first time pilgrims and two religious scholars that 
accompany Hajj groups for more than 10 Hajj seasons. The test was mainly conducted to 
find out how the questionnaire was easily-understandable and if there are any confusing 
questions. Participants were asked to critically evaluate the questionnaire and offer their 
assessment regarding its validity, design, and wording clarity.  
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Feedback received from reviewers was very helpful, with several 
recommendations advanced the design and the questions based on different services 
delivered on the destination. Some comments include that some of the questions were not 
clear and some were long. Accordingly, the necessary changes were made. After the 
questionnaire was modified it was administrated to measure scales reliability. 53 
completed questionnaires were entered in the pretest analysis.  The Hajj service 
dimensions, monetary perceived value and satisfaction with Hajj package are the main 
variables in this study and they were coded on SPSS to ease analysis of data collected. 
 
Personal Profile of Respondents 
Males were 60.4% while females were 39.6% of respondents. 5.7% of the 
respondents are between 30 and 39 years old. In general the majority of people perform 
Hajj are 40 years old and older. 35.8% of the respondents are between 40 and 49 years 
old; 45.3% are between 50 and 59 years old, while 13.2% of the respondents are in the 
age of 60 and older. All respondents had purchased their Hajj package from a Hajj travel 
agent. This ensured that Hajj registration can be done only by travel agencies in the USA 
that licensed by Saudi government. Packages rank information tells that about 40% of the 
respondents have purchased a package that categorized as 4 stars; a bout 29% had a 4 
stars package; 27% had a 5 stars package; only 4% had the 2 stars package, while none of 
the respondents had a 1 star package.     
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Reliability Test 
To check the reliability and validity of the Hajj service quality scales in the 
questionnaire, cronbach’s alpha were computed for all items then for each of the 5 
dimensions of Hajj service quality as a multiple dimensions scales. Cronbach’s alpha was 
also computed for perceived value and satisfaction as uni-dimension multiple items 
scales. The Cronbach’s alpha ranges between 0 (signifying no internal reliability) and 1 
(signifying perfect internal reliability). The internal consistency of the Hajj service 
quality items were assessed by computing the total reliability of the scale including all the 
34 items used in the questionnaire. The total reliability scale for the total scale is 0.94, 
indicating a good overall reliability. The reliability coefficients of all five dimensions are 
presented in table 5.1. All dimensions have coefficients higher than 0.7, Promise keeping 
(.837); Caretaking (.840); Problem solving (.934) showing the highest coefficient; 
Tangibles (.710) showing the lowest coefficient, and Accessibility (.855). Also, the other 
2 main variables, perceived value (PV) and satisfaction (SA) have higher coefficient. 
Satisfaction with .977 and perceived value with .948 and all items in the two scale were 
genuine items.  
 
Table 5.1 
Cronbach ‘s alpha for Research Variables 
Hajj Service Quality Dimensions Number of 
Items 
Cronbach 
alpha  
 
Promise Keeping (PK) 9 .837 
Care Taking (CT) 7 .840 
Accessibility (ACC)  7 .855 
Tangibles (TA) 6 .710 
Problem Solving (PS) 4 .934 
Perceived Value (PV) 3 .948 
Satisfaction (SA) 3 .977 
 93 
 
The reliability for each dimension was also tested for items by checking 
Cronbach’ alpha for the dimensions if item deleted. In case cronbach’s alpha for a 
dimension increases when an item is deleted it shows that item is not genuine in that 
dimension. Almost all the items showed a lower value of reliability when deleted except 
CT7 that had a higher value with .849 while it is .840 if item is not deleted. This showed 
that it was not a true measure under that dimension. This item is the statement of: Our 
accompanying religious scholar was constantly ready to help us. This might be due to the 
wording issue because being constantly ready to help would supposedly give miss 
interpretation, putting in mind the fact that even when the accompanying religious 
scholars work for the travel agent, they perform Hajj and follow all rituals as other 
pilgrims do, in addition of joining lectures and meeting with other scholars. That might 
not give them the ability to be constantly ready for helping the Hajj group. This item was 
deleted since the item CT6 (Our accompanying religious scholar was very helpful in 
guiding us to perform Hajj the right way) can give a good evaluation for the service 
delivered by the accompanying religious scholar. CT6 showed a cronbach’s alpha of .815 
if the item deleted meaning that it is a genuine item for this dimension.  
After piloting the questionnaire, it was clear that the instrument had an accepted 
and a good internal reliability, and since only one item was deleted from the 
questionnaires, the 53 questionnaires were included in the final analysis with the rest of 
sample size.  
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Data Collections 
As stated in Chapter 3, targeted respondents were first time Hajj pilgrims who 
performed Hajj in the Hajj season of 2012. Including the questionnaires collected in the 
pilot study, table 5.3 shows locations, dates and numbers of questionnaires that were 
distributed at 13 different Islamic centers in the states of South Carolina, North Carolina, 
Georgia, and Florida. 
  
Table 5.2 
Locations and Date of Questionnaire Distributions  
Location Start Date Questionnaires 
Masjid & Islamic Center of Clemson, Clemson SC 29631 2/5/2013 2 
Islamic Society of Greenville, Greenville, SC 29609 2/6/2013 10 
Roswell Community Masjid, Roswell, GA 30075 2/10/2013 50 
Greenview Madani Center, Lawrenceville, GA 30044 2/11/2013 15 
Masjid Al-Madinah, Norcross, GA 30071 2/11/2013 30 
Masjid Omar bin Abdul Aziz, Norcross, GA 30084 2/23/2013 50 
Al-Farooq Masjid,  Atlanta, GA 30318 3/9/2013 120 
Gainesville Community Mosque, Gainesville, GA 30501 3/10/2013 10 
Masjid Ash-Shaheed, Charlotte, NC 28213 3/15/2013 15 
Islamic Center of Charlotte, Charlotte, NC 28205 3/16/2013 60 
Islamic Center of Northeast Florida, Jacksonville, FL 
32246 
3/22/2013 30 
Masjid al-Muslimiin (Islamic Center of Columbia) 
Columbia SC, 29201 
3/29/2013 18 
Masjid Noor Ul Huda, Columbia SC, 29201 3/29/2013 15 
Total 425 
 
Survey Duration 
The survey duration was approximately 9 weeks from the beginning of February 2012 
to the end of March 2013. Two methods for collecting data were used 
 Asking respondents to fill the questionnaire at the location (listed Islamic centers) 
or to return it to the center later. 
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 Giving addressed stamped envelopes to those prefer to fill the questionnaire later 
and mail it to the researcher. 
 
Questionnaire Response Rate 
204 from 425 distributed questionnaires were received, 158 at locations and 46 by 
mail. Response rate for the present study was 45%.  A minimum of 200 usable 
questioners As recommended by (Parasuraman, et al, 1988) were aimed, however, 183 
from 204 received questionnaires were usable after excluding 21 questionnaires.  7 were 
uncompleted either the perception part or the demographic part and 14 of the respondents 
were not first time pilgrims. Thus, the data from 183 respondents were analyzed in this 
study.  
 
Data Preparation for Analysis 
Before starting the data analysis, the data set was screened to eliminate errors and 
to prepare it for the chosen descriptive and inferential statistical analysis using SPSS 
(Statistical Package for Social Science). Moreover, further steps were taken for the data 
set preparation including reliability analysis, transforming process by computing main 
variable, checking for outliers and missing values and normality testing. 
 
Demographic Characteristics of the Respondents 
Gender 
Table 5.3 and the bar chart in Figure 5.1 illustrated the frequency distribution of 
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participants by gender. 61.7% of the participants were male, while 38% were female. 
 
Table 5.3  
Frequency Distribution of Participants by Gender 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Male 113 61.7 61.7 61.7 
Female 70 38.3 38.3 100.0 
Total 183 100.0 100.0  
 
 
 
Figure 5.1. Bar Chart, Participants by Gender 
 
 
Age 
 
As shown in Table 5.4 and the bar chart in Figure 5.2, age groups of 40-49 and 
50-59 present the majority of respondents with 36.6% and 48.6% respectively. 6.6% of 
the respondents were between 30 and 39 years old. Age group of 60+ was 6.0% of the 
respondents while age group of 18-29 presents only 1.1%.  
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Table 5.3 
Frequency Distribution of Participants by Age Group 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 18-29 2 1.1 1.1 1.1 
30-39 12 6.6 6.6 7.7 
40-49 67 36.6 37.0 44.8 
50-59 89 48.6 49.2 93.9 
60+ 11 6.0 6.1 100.0 
Total 181 98.9 100.0  
Missing System 2 1.1   
Total 183 100.0   
 
 
 
 
 
Figure 5.2. Bar Chart, Participants by Age 
 
 
Education 
Table 5.5 and bar chart in Figure 5.3 illustrated the frequency distribution of 
participants by level of education. 11.3% of respondents have high school or less, 5.7% 
with technical school, 37.7% have some college; 24.5% graduated from college, while 
20.8% have graduate degrees. 
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Table 5.5 
Frequency Distribution of Participants by Level of Education 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid High school or less 22 12.0 12.2 12.2 
Technical school 13 7.1 7.2 19.4 
Some college 52 28.4 28.9 48.3 
College graduate 57 31.1 31.7 80.0 
Graduate school 36 19.7 20.0 100.0 
Total 180 98.4 100.0  
Missing System 3 1.6   
Total 183 100.0   
 
 
 
 
 
Figure 5.3. Bar Chart by Level of Education 
 
 
Marital Status 
Table 5.6 and the bar chart in Figure 5.4 illustrated the frequency distribution of 
participants by marital status. More than 90% of the respondents were married, 3.8% 
were singles, 3.3% were divorced and 1.6% was widowed. 
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Table 5.6 
Frequency Distribution of Participants by Marital status 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Single 7 3.8 3.9 3.9 
Widowed 3 1.6 1.7 5.5 
Married 165 90.2 91.2 96.7 
Divorced 6 3.3 3.3 100.0 
Total 181 98.9 100.0  
Missing System 2 1.1   
Total 183 100.0   
 
 
 
 
 
Figure 5.4. Bar Chart, Participants by Marital Status 
 
 
Income 
As shown in table 5.7 and in the bar chart, figure 5.5, responses indicate different 
annual household ranges. 36.1% of respondents have annual household income in the 
range of $35,000 - $49,999; 29.5% in the range of $50,000 - $74,999; 20.8% in the range 
of $75,000 - or more; 10.9% in the range of $25,000 - $34,999, while only 1.1% in the 
range of under $25,000.  
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Table 5.7 
Frequency Distribution of Participants by Annual household income 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Under 25,000 2 1.1 1.1 1.1 
$25,000 - $34,999 20 10.9 11.1 12.2 
$35,000 - $49,999 66 36.1 36.7 48.9 
$50,000 - $74,999 54 29.5 30.0 78.9 
$75,000 - or more 38 20.8 21.1 100.0 
Total 180 98.4 100.0  
Missing System 3 1.6   
Total 183 100.0   
 
 
 
 
 
Figure 5.5. Bar Chart, Participants by Annual Household Income 
 
 
State 
Table 5.8 and the bar chart in figure 5.6 showed that respondents of the present 
study were residents of 4 states, Florida (7.1%), North Carolina (19.1), Georgia (59%) 
and South Carolina (14.2%).  
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Table 5.8 
Frequency Distribution of Participants by State 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid FL 13 7.1 7.1 7.1 
GA 109 59.6 59.6 66.7 
NC 35 19.1 19.1 85.8 
SC 26 14.2 14.2 100.0 
Total 183 100.0 100.0  
 
 
 
 
Figure 5.6. Bar Chart, Participants by Stat 
 
 
Purchased Hajj Package 
All participants were first time pilgrims. Repeat pilgrims were excluded from the 
analysis. All respondents have purchased their Hajj packages from a Hajj travel agent. 
Table 5.9 and the bar chart figure 5.7 illustrated package rank information. 36.6 of the 
respondents have purchased a Hajj package that categorized as 3 stars; 31.7 have 
purchased a Hajj package that categorized as 5 stars; 29.5% have purchased a Hajj 
package that categorized as 4 stars: only 2.2% have purchased a Hajj package that 
categorized as 2 stars, while none of the respondents had a 1 star package.  
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Table 5.9 
Frequency Distribution of Participants of purchased Hajj Package 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 2 stars 4 2.2 2.2 2.2 
3 stars 67 36.6 36.6 38.8 
4 stars 54 29.5 29.5 68.3 
5 stars 58 31.7 31.7 100.0 
Total 183 100.0 100.0  
 
 
 
 
Figure 5.7. Bar Chart by Rank of purchased Hajj Package 
 
Factor Analysis 
First, Exploratory factor analysis was employed to identify the dimension of Hajj 
perceived service quality. Maximum likelihood factor analysis with Promax rotation was 
applied and the factors with eigenvalue over one were performed and scree plot was used 
to determine number of factors. As in figure 5.8 the scree plot suggested five-factor 
structure emerged to be dimensions for Hajj service quality.   
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Figure 5.8. Scree Plot 
 
As in table 5.10, the overall significance of the correlation matrix was 0.000 with 
Bartlett's Test of Sphericity value of 5820.981. Kaiser-Meyer-Olkin measure of sampling 
adequacy was .920. The statistical probability and the test indicated that there was a 
significant correlation between the scale variables, and that ensure the appropriateness of 
using factor analysis. (Hair et al, 2010). The communality of each variable ranged from 
0.495 to 0.922. 
 
Table 5.10 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 
.920 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 5820.981 
Df 528 
Sig. .000 
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The general paten of loading is shown in pattern matrix in table 5.11. The 
highlights illustrate items loading to the five dimensions where as suggested by (Hair et 
al, 2010), items loading should acceded 0.5 onto a factor. Items loading for the five 
factors range from 0.525 to 0.970.  
  
Table 5.11 
Pattern Matrix
a
 
Item 
Factor 
1 2 3 4 5 
1. It was easy to access the Jamarat  from our tent in Mina .970 -.123 -.034 .125 -.102 
2. It was easy to access Haram in Mecca from our 
accommodation 
.967 -.297 -.094 .234 -.080 
3. Buses were in good conditions .929 .035 .087 -.030 -.186 
4. Hajj transportation was provided as good as promised .782 -.026 .140 -.211 .068 
5. Arriving to different Hajj location was in promised times .779 -.094 .017 -.020 .204 
6. We had convenient hotel locations  .722 .049 .033 -.044 .044 
7. Airport transfer services where good  .653 .125 -.027 -.037 -.013 
8. We could easily access restrooms from our tent in Arafat .597 -.018 .099 -.117 .368 
9. We could easily access restrooms from our tent in Mina .589 .199 .048 -.100 .048 
10. Our accompanying religious scholar was very helpful in 
guiding us to perform Hajj the right way 
-.281 .964 .104 -.162 .064 
11. Hajj guiding services were delivered as good as promised  -.030 .868 -.068 .069 .016 
12. We were kept informed about schedule and what to expect in 
activities  
-.086 .846 .107 .013 -.059 
13. Our tour guides were frequently willing help us .048 .710 -.072 .202 -.036 
14. Our travel agents gave us personal attention .135 .669 -.072 .209 -.024 
15. Meals were provided in promised times   .177 .498 -.011 -.029 .298 
16. Rooms in Mecca were comfortable .225 .452 .129 .150 -.182 
17. Our itinerary for our Hajj was convenient  .321 .375 -.012 .143 .008 
18. Accommodation in Mecca was provided as good as promised -.066 -.062 .984 .014 .039 
19. Tents in Mina was provided as good as promised .026 -.070 .927 .072 -.028 
20. Tents in Mina were good  .003 -.086 .642 -.009 .247 
21. Tents in Arafat were as good as promised .043 .098 .636 -.015 .098 
22. Tents in Arafat were good .082 .226 .596 .107 -.224 
23. Accommodation in Medina was provided as good as 
promised 
.167 .250 .564 -.132 .007 
24. Accommodation in Medina was comfortable  .319 -.032 .368 .084 -.041 
25. When we have a problem, our travel agents show a sincere 
interest in solving it 
.002 .034 .002 .861 .059 
26. We trusted our Hajj agents in dealing with encountered 
problems 
-.089 -.029 .083 .833 .165 
27. Our Hajj agents enabled us to deal with critical incidents that 
might affect our Hajj performing 
.197 .125 -.114 .731 .046 
28. Our Hajj agents could deal with all problems we had -.074 .074 .169 .679 .131 
29. Food was nutritious -.056 -.199 .138 .252 .866 
30. Food served was as good as promised  -.213 -.002 .150 .213 .792 
31. Restaurants were easily reachable from our tent in Mina  .205 .259 -.191 .026 .560 
32. We had good meals in Mina .231 .287 -.094 -.112 .552 
33. We had good meals in Arafat .133 .299 -.069 -.030 .529 
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The underlines illustrate 4 items that were dropped for not meeting this criterion (15, 16, 
17, 24).  
Based on results from the exploratory factor analysis, conducted on the 33    items 
of Hajj service quality revealed from the qualitative part of this research, 5 dimensions 
were extracted and 4 items were deleted because of their week loading to the proposed 
factors. Moreover and as illustrated in table 5.12 the dimensions revealed from the factor 
analysis came somewhat different from the dimensions suggested by the qualitative study 
except for the dimensions of problem solving (PS) and was given the same name, that 
four items from five remained after one item was dropped (Our Hajj agents could deal 
with all problems we had, Our Hajj agents enabled us to deal with critical incidents that 
might affect our Hajj performing, When we have a problem, our travel agents show a 
sincere interest in solving it, We trusted our Hajj agents in dealing with encountered 
problems) . 
 Four items of the dimension of caretaking loaded together (we were kept 
informed about schedule and what to expect in activities, our tour guides were frequently 
willing help us, our travel agents gave us personal attention, our accompanying religious 
scholar was very helpful in guiding us to perform Hajj the right way) along with one item 
from the dimension of promise keeping, (Hajj guiding services were delivered as good as 
promised). This factor was also given the same name of caretaking (CT). Five items of 
the dimension accessibility were loaded together, (It was easy to access Haram in Mecca 
from our accommodation, it was easy to access the Jamarat  from our tent in Mina, we 
could easily access restrooms from our tent in Arafat, we had convenient hotel locations, 
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we could easily access restrooms from our tent in Mina) with one item from the 
dimensions of tangible,( buses were in good conditions), one item from the dimension of 
caretaking (airport transfer services where good), and two items from the dimension 
promise keeping, (hajj transportation was provided as good as promised, and arriving to 
different Hajj location was in promised times). Because all items are related to Hajj 
transportation and accessibility, this dimension of nine items was given the name of Hajj 
mobility (MOB). Three item from the dimension tangible were loaded to gather (Food 
was nutritious, we had good meals in Mina, We had good meals in Arafat) with one item 
from the dimension promise keeping, (Food served was as good as promised) and one 
item from the dimension of accessibility (Restaurants were easily reachable from our tent 
in Mina). All these five items are related to food service, therefore food services (FS) was 
the name given to this dimension.  
Finally, four items from the dimension of promise keeping (accommodation in 
Mecca was provided as good as promise, tents in Mina was provided as good as 
promised, and tents in Arafat were as good as promised, accommodation in Medina was 
provided as good as promised) were loaded together with two items from the dimension 
Tangibles, (tents in Mina were good, and tents in Arafat were good). All items were 
related to Hajj accommodation. Accommodation (ACCO) was the name given to this 
dimension.  
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Table 5.12 
New Scale Dimensions 
 
 
Item Dimension New Dimension 
ACC1 It was easy to access Haram in Mecca from our 
accommodation 
Accessibility Mobility 
ACC2 It was easy to access the Jamarat  from our tent in 
Mina 
Accessibility Mobility   
ACC3 We could easily access restrooms from our tent in 
Arafat 
Accessibility Mobility 
ACC4 We had convenient hotel locations Accessibility Mobility 
ACC5 We could easily access restrooms from our tent in 
Mina 
Accessibility Mobility 
ACC6 Restaurants were easily reachable from our tent in 
Mina 
Accessibility Food Services 
CT1 Airport transfer services where good Care Taking Mobility 
CT2 We were kept informed about schedule and what to 
expect in activities 
Care Taking Care Taking 
CT3 Our tour guides were frequently willing help us Care Taking Care Taking 
CT4 Our travel agents gave us personal attention Care Taking Care Taking 
CT6 Our accompanying religious scholar was very helpful 
in guiding us to perform Hajj the right way 
Care Taking Care Taking 
PK1 Hajj transportation was provided as good as promised Promise Keeping Mobility 
PK2 Arriving to different Hajj location was in promised 
times 
Promise Keeping Mobility 
PK3 Accommodation in Mecca was provided as good as 
promised 
Promise Keeping Accommodation 
PK4 Tents in Mina was provided as good as promised Promise Keeping Accommodation 
PK5 Tents in Arafat were as good as promised Promise Keeping Accommodation 
PK6 Accommodation in Medina was provided as good as 
promised 
Promise Keeping Accommodation 
PK7 Hajj guiding services were delivered as good as 
promised 
Promise Keeping Care Taking 
PK8 Food served was as good as promised Promise Keeping Food Services 
PS1 Our Hajj agents could deal with all problems we had Problem Solving Problem 
Solving 
PS2 Our Hajj agents enabled us to deal with critical 
incidents that might affect our Hajj performing 
Problem Solving Problem 
Solving 
PS3 When we have a problem, our travel agents show a 
sincere interest in solving it 
Problem Solving Problem 
Solving 
PS4 We trusted our Hajj agents in dealing with 
encountered problems 
Problem Solving Problem 
Solving 
TA1 Buses were in good conditions Tangibles Mobility 
TA3 Tents in Mina were good Tangibles Accommodation 
TA5 Tents in Arafat were good Tangibles Accommodation 
TA6 Food was nutritious Tangibles Food Services 
TA7 We had good meals in Mina Tangibles Food Services 
TA8 We had good meals in Arafat Tangibles Food Services 
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Reliability of the Hajj Service Quality Scale 
 To test the reliability and internal consistency of factors, first inter-item 
correlations analysis was performed. Results in table 5.13 showed that the inter-item 
correlation of Hajj service quality scale used in current study is 0.459 and it exceeded 
0.30 the minimum value for data to be considered as reliable suggested by Hair et al 
(2010).    
 
 Table 5.13 
Summary Item Statistics 
 
Mean Minimum Maximum Range Variance 
N of 
Items 
Item Means 3.014 2.285 3.626 1.341 .136 29 
Item Variances 2.068 1.585 2.936 1.350 .134 29 
Inter-Item Correlations .459 .122 .910 .789 .018 29 
  
Second, Cronbach’s alpha was determined for the whole scale and for each factor in 
separate. The results in table 5.14 illustrated that the alpha coefficients of the whole scale 
including all 29 items was 0.96, while it was ranged from 0.911 to 0.936 for the five 
factors. These Alpha values are high and were considered more than reliable, since they 
exceeded the 0.70, the cut-off value as recommended by Hair et al (2006). 
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Table 5.14 
Reliability of the New Scale  
Dimension n Item 
Name 
Item Label Cronbach's 
Alpha if 
Item 
Deleted 
Mobility 1 MOB1 It was easy to access the Jamarat  from our tent in Mina .924 
Cronbach's Alpha 
.936 
2 MOB2 It was easy to access Haram in Mecca from our 
accommodation 
.931 
 
 3 MOB3 Buses were in good conditions .922 
N of Items 9 4 MOB4 Hajj transportation was provided as good as promised .929 
 5 MOB5 Arriving to different Hajj location was in promised 
times 
.924 
 6 MOB6 We had convenient hotel locations  .929 
 7 MOB7 Airport transfer services where good  .934 
 8 MOB8 We could easily access restrooms from our tent in 
Arafat 
.928 
 9 MOB9 We could easily access restrooms from our tent in Mina .932 
Accommodation 10 ACCO1 Accommodation in Mecca was provided as good as 
promised 
.892 
Cronbach's Alpha 
.917 
11 ACCO2 Tents in Mina was provided as good as promised .894 
 12 ACCO3 Tents in Mina were good  .909 
N of Items 6 13 ACCO4 Tents in Arafat were as good as promised .899 
 14 ACCO5 Tents in Arafat were good .911 
 15 ACCO6 Accommodation in Medina was provided as good as 
promised 
.904 
Care Taking 16 CT1 Our accompanying religious scholar was very helpful 
in guiding us to perform Hajj the right way 
.908 
Cronbach's Alpha 
.911 
17 CT2 Hajj guiding services were delivered as good as 
promised  
.879 
 
N of Items 5 
18 CT3 We were kept informed about schedule and what to 
expect in activities  
.889 
 19 CT4 Our tour guides were frequently willing help us .885 
 20 CT5 Our travel agents gave us personal attention .889 
Problem Solving 21 PS1 When we have a problem, our travel agents show a 
sincere interest in solving it 
.903 
Cronbach's Alpha 
.911 
22 PS2 We trusted our Hajj agents in dealing with encountered 
problems 
.909 
 
N of Items 4 
23 PS3 Our Hajj agents enabled us to deal with critical 
incidents that might affect our Hajj performing 
.918 
 24 PS4 Our Hajj agents could deal with all problems we had .921 
Food Services 25 FS1 Food was nutritious .889 
 26 FS2 Food served was as good as promised  .902 
Cronbach's Alpha 
.912 
27 FS3 Restaurants were easily reachable from our tent in 
Mina  
.888 
N of Items 5 28 FS4 We had good meals in Mina .889 
 29 FS5 We had good meals in Arafat .894 
 
 
 110 
 
Reliability test was also conducted for the other two scales used in the study to 
measure Hajj monetary perceived value and overall satisfaction with purchased Hajj 
package. As presented in table 5.15, the two scales’ Cronbach's Alpha exceeded 0.70 and 
considered as high in reliability. 
  
Table 5.15 
Reliability Test, Perceived Value and Satisfaction with Hajj Package 
 
Variable 
Item 
Name 
 
Item Label 
Cronbach's 
Alpha if Item 
Deleted 
Hajj Monetary 
Perceived Value 
 
PV1 The package I purchased was fairly priced .797 
Cronbach's Alpha 
.801 
PV2 The package I purchased was inexpensive .723 
 
N of Items 3 
PV3 Services delivered in my hajj package deserve the 
money I paid 
.643 
Satisfaction with 
Purchased Hajj 
Package  
 
SAT1 I am satisfied with services provided in my Hajj 
package 
.828 
Cronbach's Alpha 
.809 
 
SAT2 I am glade that I purchased my hajj package from 
this agency 
.623 
N of Items 3 SAT3 The package satisfied all my needs for the Hajj 
experience 
.726 
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Test of Hypothesis 
The study has tested the following 7 hypothesis. 
Hypothesis 1 
H
1
: Hajj packages service quality is a multidimensional construct. Include 
dimensions of promise keeping, caretaking, tangibles, and problem solving 
 
From the factor analysis five dimensions were extracted from 29 item of the 33 proposed 
Hajj Service quality scale which leads to accept this hypothesis that Hajj packages 
service quality is a multidimensional construct. However 5 new factors of mobility, 
caretaking, accommodation, problem solving and food services were emerged as 
presented in table 5.14 
 
Hypothesis 2 
H
2
: Hajj pilgrims from the USA are satisfied with Hajj service quality, 
monetary perceived value and overall satisfaction of purchased Hajj 
package 
 
Table 5.16 shows the descriptive statistics of the five factors extracted from the 
factor analysis, means range from 2.5 to 3.5. Food services seem to be first in terms of 
quality as perceived by the respondents while accommodation service is the last factor. In 
other words, pilgrims are generally somewhat satisfied with all dimensions, but they are 
more satisfied with food services, caretaking, problem solving, mobility and 
accommodation respectively.  
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That gives an indication that these factors would be particularly important for 
service quality in Hajj packages. However to further test this assumption, multiple 
regressions was used to investigate predictability of these dimension on Hajj service 
quality, monetary perceived value and overall satisfaction with purchased Hajj    package. 
 
Table 5.16  
Descriptive Statistics, Hajj Service Quality Dimensions  
 
N Minimum Maximum Mean SD Variance 
Accommodation 183 1.00 7.00 3.5209 1.27936 1.637 
Care Taking 183 1.00 6.40 2.7667 1.12993 1.277 
Food Services 183 1.00 6.67 2.6075 1.19100 1.418 
Problem Solving 183 1.00 6.11 2.9169 1.23439 1.524 
Mobility 183 1.00 6.75 3.1585 1.28715 1.657 
Note: Mean represents respondents’ rating of statements on Hajj service quality, perceived value and 
overall satisfaction with Hajj package on a 7 point likert scale, 1 as “strongly agree” and 7 as “strongly 
disagree”.  
 
 
Looking to the descriptive statistics for all Hajj service quality items in table 5.16, total 
perceptions of participants vary among all items. The best perception was to the item (our 
accompanying religious scholar was very helpful in guiding us to perform Hajj the right 
way) with mean of 2.44 while the worst among all was to the item Tents in Mina was 
provided as good as promised) with mean of 3. 
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Table 5.17 
Descriptive Statistics, all items of Hajj Service Quality 
 N Min Max Mean SD Variance 
Hajj transportation was provided as good as promised 183 1 7 2.96 1.540 2.372 
Buses were in good conditions 182 1 7 2.97 1.568 2.458 
Arriving to different Hajj location was in promised 
times 
183 1 7 3.31 1.717 2.950 
Airport transfer services where good  183 1 7 2.75 1.347 1.816 
It was easy to access Haram in Mecca from our 
accommodation 
183 1 7 2.64 1.387 1.924 
It was easy to access the Jamarat  from our tent in Mina 183 1 7 2.88 1.511 2.282 
We could easily access restrooms from our tent in 
Mina 
183 1 7 2.75 1.396 1.947 
We could easily access restrooms from our tent in 
Arafat 
183 1 7 3.17 1.681 2.826 
Accommodation in Mecca was provided as good as 
promised 
183 1 7 3.51 1.634 2.669 
Tents in Mina was provided as good as promised 183 1 7 3.59 1.534 2.353 
Tents in Arafat were as good as promised 183 1 7 3.52 1.402 1.965 
Accommodation in Medina was provided as good as 
promised 
183 1 7 3.43 1.408 1.982 
We had convenient hotel locations  182 1 7 2.84 1.457 2.124 
Tents in Mina were good  183 1 7 3.49 1.561 2.438 
Tents in Arafat were good 183 1 7 3.58 1.584 2.508 
Hajj guiding services were delivered as good as 
promised  
182 1 7 2.83 1.386 1.921 
We were kept informed about schedule and what to 
expect in activities  
183 1 7 2.76 1.257 1.579 
Our tour guides were frequently willing help us 183 1 6 2.87 1.369 1.873 
Our travel agents gave us personal attention 183 1 7 2.94 1.293 1.672 
Our accompanying religious scholar was very helpful 
in guiding us to perform Hajj the right way 
183 1 7 2.44 1.278 1.633 
Our Hajj agents could deal with all problems we had 183 1 7 3.22 1.539 2.370 
Our Hajj agents enabled us to deal with critical 
incidents that might affect our Hajj performing 
183 1 7 3.16 1.320 1.742 
When we have a problem, our travel agents show a 
sincere interest in solving it 
183 1 7 3.14 1.407 1.980 
We trusted our Hajj agents in dealing with encountered 
problems 
183 1 7 3.11 1.366 1.867 
Food served was as good as promised  182 1 7 2.65 1.429 2.041 
Food was nutritious 183 1 7 2.50 1.374 1.889 
We had good meals in Mina 183 1 7 2.26 1.300 1.689 
We had good meals in Arafat 183 1 7 2.57 1.328 1.762 
Restaurants were easily reachable from our tent in 
Mina  
183 1 7 2.91 1.354 1.832 
Valid N (listwise) 179      
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Table 5.18, illustrates overall respondents’ perception Hajj service quality, 
monetary value and overall satisfaction. The mean of perceived Hajj services was about 3 
while the means of perceived value and overall satisfaction were 3.6339 and 3.4645 
respectively meaning that pilgrims were somehow positively perceived the services but 
not as they were with value and overall satisfaction, particularly with perceived value 
with mean exceeded 3.5. Thus the hypothesis could not be totally accepted and more 
details can be revealed in testing the following hypothesis. 
 
Table 5.18 
Descriptive Statistics, Service Quality, Perceived Value and Satisfaction 
 
N Minimum Maximum Mean SD 
Hajj Service Quality 183 1.07 6.21 2.9941 .99127 
Perceived Value 183 1.00 6.67 3.6339 1.27343 
Overall Satisfaction 183 1.00 6.33 3.4645 1.26898 
Note: Mean represents respondents’ rating of statements on Hajj service quality, perceived value and 
overall satisfaction with Hajj package on a 7n point likert scale, 1 as “strongly agree” and 7 as “strongly 
disagree”.  
 
 
Hypothesis 3 
H
3a
: There is no difference in the perceived Hajj service quality in terms of 
pilgrims’ demographic characteristics, such as gender, age, education 
level, and total household income. 
 
Two-tailed independent t-test and Analysis of Variance (ANOVA) were tested in order to 
identify the mean differences in perceived Hajj service quality by the demographic 
characteristics of the respondents. 
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Hajj Service quality by gender 
Table 5.19 shows the group statistics for respondent’s perceived Hajj service 
quality by gender. The mean value for male and female was slightly different although 
female has lower mean of 2.9066 and standard deviation of .87397. 
   
Table 5.19 
Descriptive Statistics, Hajj Service Quality by Gender  
 Gender 
N Mean SD 
Std. Error 
Mean 
Hajj Service Quality Male 113 3.0483 1.05755 .09949 
Female 70 2.9066 .87397 .10446 
 
Table 5.20 illustrates two-tailed independent t-test of the mean difference of Hajj 
service quality by the gender of the respondents. The results indicated that no   significant 
difference in the perceived Hajj service of the respondents based on gender was found 
with (t=.940, p=.394. Thus, hypothesis 3a could not be rejected for gender. 
 
Table 5.20  
Independent-sample t-test Hajj Service Quality and Gender 
 Levene's Test for 
Equality of Variances 
 
t-test for Equality of Means 
F 
 
Sig. 
 
t 
 
df 
 
Sig. 
(2-tailed) 
 
Mean 
Difference 
 
Std. Error 
Difference 
Hajj 
Service 
Quality  
Equal variances 
assumed 
2.570 .111 .940 181 .349 .14173 .15082 
Equal 
variances not 
assumed 
  
.983 166.532 .327 .14173 .14425 
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Hajj Service quality by Age 
The group statistics for perceived Hajj service quality by respondent’s age shown in table 
5.21 indicates that the mean value for respondents in the age group of 30-39 was the 
highest with 3.5886 while respondents from age group 60+ have the lowest with 2.7161. 
 
Table 5.21 
Descriptive Statistic, Hajj service quality by Age 
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
18-29 2 3.1217 1.35529 .95833 -9.0551 15.2984 
30-39 12 3.5886 1.62083 .46789 2.5588 4.6184 
40-49 67 3.0717 .88168 .10771 2.8567 3.2868 
50-59 89 2.8918 .98296 .10419 2.6848 3.0989 
60+ 11 2.7161 .66945 .20185 2.2663 3.1658 
Total 181 2.9965 .99445 .07392 2.8506 3.1423 
 
Table 5.22 explains one-way ANOVA results of the mean difference of perceived 
Hajj service quality by the age of respondents. The results indicated that no significant 
difference in the perceived Hajj service quality of the respondents based on age was 
found with (f=1.656, p=.162). Thus, hypothesis 3a could not be rejected for age too. 
There is no statistical significant difference between the groups. 
 
Table 5.22 
Summary of ANOVA, Hajj service quality by Age 
 
 Sum of Squares df Mean Square F Sig. 
Between Groups 6.458 4 1.614 1.656 .162 
Within Groups 171.549 176 .975   
Total 178.006 180    
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Hajj Service quality by Education 
Table 5.23 shows the group statistics for respondent’s perceived Hajj service 
quality based on level of education. The mean value for respondents that have technical 
school degree was the highest with 3.3148 while the mean for respondents that have high 
school or less was the lowest with 2.7093. 
 
Table 5.23 
Descriptive Statistics, Hajj service quality by Education 
 
N Mean SD 
Std. 
Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
High school or less 22 2.7093 .79235 .16893 2.3580 3.0606 
Technical school 13 3.3148 .99575 .27617 2.7131 3.9165 
Some college 52 2.8949 .92230 .12790 2.6381 3.1516 
College graduate 57 3.1780 .92905 .12306 2.9315 3.4245 
Graduate school 36 2.9266 1.25422 .20904 2.5022 3.3509 
Total 180 2.9985 .99603 .07424 2.8520 3.1450 
 
 
Tables 5.24 illustrates one-way ANOVA results of the mean difference of 
perceived Hajj service quality by respondents’ level of education. The results indicated 
that no significant difference in the perceived Hajj service quality based on level of 
education with (f=1.457, p=.217). Thus, hypothesis 3a could not be rejected for education 
too. 
 
Table 5.24 
Summary of ANOVA, Hajj service quality by Education 
 Sum of Squares df Mean Square F Sig. 
Between Groups 5.722 4 1.430 1.457 .217 
Within Groups 171.858 175 .982   
Total 177.580 179    
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Hajj Service quality by Marital status 
Table 5.25 presents the group statistics for perceived Hajj service quality based on 
the marital status of the participants. The mean value for singles was the highest with 
3.1227, while divorced participants had the lowest with 2.6404. 
 
Table 5.25 
 Descriptive Statistics Hajj Service Quality by Marital status 
   
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
Single 7 3.1227 1.20718 .45627 2.0062 4.2391 
Widowed 3 2.9004 1.18596 .68471 -.0457 5.8465 
Married 165 3.0024 .99412 .07739 2.8495 3.1552 
Divorced 6 2.6404 .80437 .32838 1.7962 3.4845 
Total 181 2.9933 .99380 .07387 2.8476 3.1391 
 
 
 
Table 5.26  illustrates one-way ANOVA results of the mean difference of 
perceived Hajj service quality by marital status of respondents, The results indicated that 
no significant difference in the perceived Hajj service of the respondents based on marital 
status was found with (F=.302, p= .824). Thus, hypothesis 3a could not be rejected for 
marital status too.  
 
Table 5.26 
Summary of ANOVA Hajj Service Quality BY Marital Status 
 Sum of Squares df Mean Square F Sig. 
Between Groups .904 3 .301 .302 .824 
Within Groups 176.870 177 .999   
Total 177.774 180    
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Hajj Service quality by Annual Household income 
Table 5.27 displays the group statistics for perceived Hajj service quality by 
participants annual household income The mean value for respondents who have    annual 
household income of $50,000 - $74,999 was the highest with 3.3606 while respondents 
who have annual household income of Under 25,000 have the lowest with 1.5989. 
 
Table 5.27 
Descriptive Statistic, Hajj Service Quality by Income 
 
N Mean 
Std. 
Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
Under 25,000 2 1.5989 .75268 .53222 -5.1636 8.3614 
$25,000 - $34,999 20 2.1690 .48351 .10812 1.9427 2.3953 
$35,000 - $49,999 66 3.0205 .79454 .09780 2.8252 3.2159 
$50,000 - $74,999 54 3.3606 1.09061 .14841 3.0630 3.6583 
$75,000 - or more 38 2.9806 1.07063 .17368 2.6286 3.3325 
Total 180 3.0037 .99241 .07397 2.8578 3.1497 
 
The one-way ANOVA results of the mean difference of perceived Hajj service 
quality by respondents’ annual household income illustrated in tables 5.28. The results 
indicated that there is a significant difference in the perceived Hajj service of the 
respondents based on annual house hold income was found with (F=7.162, p= .000). 
Thus, hypothesis 3a could be rejected for income. There is difference in perceive Hajj 
service quality based on annual house hold income. 
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Table 5.28 
Summary of ANOVA Hajj Service Quality by Income 
 
Sum of 
Squares df Mean Square F Sig. 
Between Groups 24.800 4 6.200 7.162 .000 
Within Groups 151.493 175 .866   
Total 176.293 179    
 
 
The post Hoc (LDS) results in table 5.29 explained that respondents from annual 
household of fewer than 25,000 and $25,000 - $34,999 range were not significantly 
different and both have means that significantly different from means of other groups. 
This explains that they both were more satisfied with Hajj service quality than 
respondents that have other household income. Respondents who have annual household 
ranges of $35,000 - $49,999 and $50,000 - $74,999 are not significantly different while 
both have means that significantly different from the other income ranges except with 
mean of  participants with annual household income of $75,000 - or more.  
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Table 5.29 
Post Hoc Tests (LSD) Multiple Comparisons, Service Quality by Income 
(I) Annual household 
income 
(J) Annual household 
income 
Mean Difference 
(I-J) Std. Error Sig. 
 
Under 25,000 
 
$25,000 - $34,999 -.57011 .69001 .410 
$35,000 - $49,999 -1.42166* .66780 .035 
$50,000 - $74,999 -1.76175* .66998 .009 
$75,000 - or more -1.38167* .67499 .042 
$25,000 - $34,999 
 
Under 25,000 .57011 .69001 .410 
$35,000 - $49,999 -.85155* .23749 .000 
$50,000 - $74,999 -1.19164* .24355 .000 
$75,000 - or more -.81156* .25703 .002 
$35,000 - $49,999 
 
Under 25,000 1.42166* .66780 .035 
$25,000 - $34,999 .85155* .23749 .000 
$50,000 - $74,999 -.34009* .17073 .048 
$75,000 - or more .03999 .18947 .833 
$50,000 - $74,999 
 
Under 25,000 1.76175* .66998 .009 
$25,000 - $34,999 1.19164* .24355 .000 
$35,000 - $49,999 .34009* .17073 .048 
$75,000 - or more .38008 .19701 .055 
$75,000 - or more 
 
Under 25,000 1.38167* .67499 .042 
$25,000 - $34,999 .81156* .25703 .002 
$35,000 - $49,999 -.03999 .18947 .833 
$50,000 - $74,999 -.38008 .19701 .055 
*. The mean difference is significant at the 0.05 level. 
 
 
H
3b
: There is no difference in pilgrims’ monetary perceived value terms of 
pilgrims’ demographic characteristics, such as gender, age, education 
level, and total household income. 
 
Two-tailed independent t-test and Analysis of Variance (ANOVA) were tested in order to 
identify the mean differences in monetary perceived value by the demographic 
characteristics of the respondents. 
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Monetary Perceived Value by Gender 
The group statistics for monetary perceived value by gender of the respondents is 
shown in table 5.30. The mean value for male respondents was slightly higher than mean 
value of female respondent. 
 
Table 5.30 
Descriptive Statistics Monetary Perceived Value by Gender 
 Gender 
N Mean SD Std. Error Mean 
Perceived Value Male 113 3.7463 1.27263 .11972 
Female 70 3.4524 1.26266 .15092 
 
Table 5.31 illustrates two-tailed independent t-test of the mean difference of 
monetary perceived value by the gender of the respondents. The results indicated that no 
significant difference in the perceived Hajj service of the respondents based on gender 
was found with (t=1.523, p=.130. Thus, hypothesis 3b could not be rejected for gender. 
 
Table 5.31  
Independent-sample T-test, Monetary Perceived Value and Gender 
 
 Levene's Test for 
Equality of 
Variances 
 
 t-test for Equality of Means 
F 
 
Sig. 
 
t 
 
df 
 
Sig. 
(2-tailed) 
 
Mean 
Difference 
 
Std. Error 
Difference 
 
Monetary 
Perceived 
Value 
Equal variances 
assumed 
.099 .754 1.523 181 .130 .29393 .19299 
Equal variances 
not assumed 
  
1.526 147.244 .129 .29393 .19264 
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Monetary Perceived Value by Age 
The group statistics for monetary perceived value by age of the respondents is 
presented in table 5.32. The mean value for respondents in the age group of 30-39 was 
the highest with 4.5000 while respondents from age group 60+ have the lowest mean of 
2.8485. 
 
Table 5.32 
Descriptive Statistics, Monetary Perceived Value by Age 
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
18-29 2 3.5000 2.12132 1.50000 -15.5593 22.5593 
30-39 12 4.5000 1.35959 .39248 3.6362 5.3638 
40-49 67 3.5672 1.24724 .15237 3.2629 3.8714 
50-59 89 3.6667 1.24418 .13188 3.4046 3.9288 
60+ 11 2.8485 1.14856 .34630 2.0769 3.6201 
Total 181 3.6335 1.27614 .09485 3.4463 3.8207 
 
 
Table 5.33 illustrates one-way ANOVA results of the mean difference of 
monetary perceived value by respondents’ age. The results in indicated that there is a 
significant difference in the monetary perceived value based on age was found with 
(F=2.577, p= .039). Thus, hypothesis 3b could be rejected for age.  
 
Table 5.33 
Summary of ANOVA Monetary Perceived Value by Age 
 Sum of Squares df Mean Square F Sig. 
Between Groups 16.217 4 4.054 2.577 .039 
Within Groups 276.917 176 1.573   
Total 293.134 180    
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The post Hoc (LDS) that was run in order to examine the multiple comparisons 
and to determine where exactly the differences among groups occur is shown in table 
5.34. The results indicated that only the mean of participants that in the age group of 18-
29 is not significantly difference from means of all other group. Mean of participants in 
the age group 30-39 is significantly difference from the mean of the other three groups. 
The mean of the age group of 50-59and the mean of the age group 60+ are not 
significantly different and both were significantly different from other group mean except 
for means of age groups of  18-29 and 40-49. Finally, the mean for the age group 30-39 
was significantly different only with the mean of the age group of 40-49.  
 
Table 5.34 
Post Hoc Tests (LSD) Multiple Comparisons Monetary Perceived Value by Age 
(I) Age group    (J) Age group    
Mean Difference 
(I-J) Std. Error Sig. 
 
18-29 
 
30-39 -1.00000 .95803 .298 
40-49 -.06716 .90010 .941 
50-59 -.16667 .89687 .853 
60+ .65152 .96423 .500 
30-39 
 
18-29 1.00000 .95803 .298 
40-49 .93284* .39319 .019 
50-59 .83333* .38574 .032 
60+ 1.65152* .52360 .002 
40-49 
 
18-29 .06716 .90010 .941 
30-39 -.93284* .39319 .019 
50-59 -.09950 .20288 .624 
60+ .71868 .40807 .080 
50-59 
 
18-29 .16667 .89687 .853 
30-39 -.83333* .38574 .032 
40-49 .09950 .20288 .624 
60+ .81818* .40089 .043 
60+ 
 
18-29 -.65152 .96423 .500 
30-39 -1.65152* .52360 .002 
40-49 -.71868 .40807 .080 
50-59 -.81818* .40089 .043 
*. The mean difference is significant at the 0.05 level. 
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Monetary Perceived Value by Education 
Table 5.35 illustrates the group statistics for respondent’s monetary perceived 
value based on level of education. The mean value for respondents that have technical 
school degree was the highest with 4.00 while the mean for respondents that have high 
school or less was the lowest with 3.4697. 
 
Table 5.35 
Descriptive Statistics, Monetary Perceived Value by Education 
 
N Mean SD 
Std. 
Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
High school or less 22 3.4697 .78786 .16797 3.1204 3.8190 
Technical school 13 4.0000 1.58698 .44015 3.0410 4.9590 
Some college 52 3.5192 1.11127 .15411 3.2099 3.8286 
College graduate 57 3.7368 1.22107 .16174 3.4128 4.0608 
Graduate school 36 3.6667 1.63299 .27217 3.1141 4.2192 
Total 180 3.6463 1.26558 .09433 3.4602 3.8324 
 
One-way ANOVA results of the mean difference of monetary perceived value by 
respondents’ level of education are shown in table 5.36. The results indicated that no 
significant difference in the perceived Hajj service of the respondents based on level of 
education was found with (F=.562, p=.691). Thus, hypothesis 3b could not be rejected for 
Education. 
 
Table 5.36 
Summary of ANOVA Monetary Perceived Value by Education 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 3.634 4 .909 .562 .691 
Within Groups 283.069 175 1.618   
Total 286.703 179    
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Monetary Perceived Value by Marital status 
Table 5.37 shows the group statistics for monetary perceived value based on the 
marital status of the participants. The mean value for singles was the highest with 4.6667, 
while widowed participants had the lowest with 3.2222. 
 
Table 5.37 
Descriptive Statistics Monetary Perceived Value by Marital Status 
 
N Mean SD 
Std. 
Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
Single 7 4.6667 1.23228 .46576 3.5270 5.8063 
Widowed 3 3.2222 1.17063 .67586 .3142 6.1302 
Married 165 3.5919 1.27799 .09949 3.3955 3.7884 
Divorced 6 3.7778 .83444 .34066 2.9021 4.6535 
Total 181 3.6335 1.27275 .09460 3.4468 3.8202 
 
 
Table 5.38  illustrates one-way ANOVA results of the mean difference of 
monetary perceived value by marital status of respondents, The results indicated that no 
significant difference in the perceived Hajj service of the respondents based on marital 
status was found with (F=1.748, p= .159). Thus, hypothesis 3b could not be rejected for 
marital status too.  
 
Table 5.38 
Summary of ANOVA, Perceived Value by Marital Status 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 8.390 3 2.797 1.748 .159 
Within Groups 283.189 177 1.600   
Total 291.579 180    
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Monetary Perceived Value by Income 
The group statistics for monetary perceived value by participants’ annual 
household income is presented in table 5.39. The mean value for respondents who have 
annual household income of $50,000 - $74,999 was the highest with 3.9259 while 
respondents who have annual household income of less than 25,000 have the lowest with 
1.6667. 
  
Table 5.39 
Descriptive Statistics, Monetary Perceived Value by Income 
 
N Mean SD 
Std. 
Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
Under 25,000 2 1.6667 .47140 .33333 -2.5687 5.9021 
$25,000 - $34,999 20 3.3000 .81578 .18241 2.9182 3.6818 
$35,000 - $49,999 66 3.5758 1.21886 .15003 3.2761 3.8754 
$50,000 - $74,999 54 3.9259 1.37310 .18685 3.5511 4.3007 
$75,000 - or more 38 3.6842 1.33547 .21664 3.2453 4.1232 
Total 180 3.6519 1.27324 .09490 3.4646 3.8391 
 
 
 
 
Table 5.40 illustrates one-way ANOVA results of the mean difference of 
monetary perceived value by respondents’ annual household income. The results 
indicated that there is no significant difference in monetary perceived value of the 
respondents based on annual household income was found with (F=2.357, p= .055). 
Thus, hypothesis 3b could not be rejected for income. There is no difference in monetary 
perceived value based on annual house hold income. 
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Table 5.40 
Summary of ANOVA Perceived Value by Income 
 Sum of Squares df Mean Square F Sig. 
Between Groups 14.836 4 3.709 2.357 .055 
Within Groups 275.347 175 1.573   
Total 290.183 179    
 
H
3c
: There is no difference in the overall satisfaction with purchased Hajj package 
in terms of pilgrims’ demographic characteristics, such as gender, age, 
education level, and total household income. 
 
Two-tailed independent t-test and Analysis of Variance (ANOVA) were tested in order to 
identify the mean differences in overall satisfaction with purchased Hajj package by the 
demographic characteristics of the respondents. 
 
Overall Satisfaction by Gender 
Table 5.41 presents the statistics for overall satisfaction by gender of the 
respondents. The mean value for male respondents was slightly higher than mean value 
of female respondent  
 
Table 5.41 
Descriptive Statistics Overall Satisfaction by Gender 
 Gender 
N Mean SD Std. Error Mean 
Overall Satisfaction Male 113 3.5516 1.25970 .11850 
Female 70 3.3238 1.28031 .15303 
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The two-tailed independent t-test of the mean difference of the overall satisfaction 
with purchased Hajj package by the gender of the respondents is presented in table 5.42. 
The results indicated that no significant difference in the perceived Hajj service of the 
respondents based on gender was found with (t=1.182, p=.636. Thus, hypothesis 3c could 
not be rejected for gender. 
 
Table 5.42  
Independent-Sample T-test, Overall Satisfaction by Gender 
 
 
Overall Satisfaction by Age 
Table 5.43 presents the group statistics for overall satisfaction by age of the 
respondents. The mean value for respondents in the age group of 30-39 was the highest 
with 4.2222, while respondents from age group 60+ have the lowest with 1.20017. 
 
 
 
 
 Levene's Test 
for Equality of 
Variances 
 
 t-test for Equality of Means 
F 
 
Sig. 
 
t 
 
df 
 
Sig. 
(2-tailed) 
 
Mean 
Difference 
 
Std. Error 
Difference 
 
Overall 
Satisfaction 
Equal variances 
assumed 
.224 .636 1.182 181 .239 .22781 .19281 
Equal variances 
not assumed 
  
1.177 144.546 .241 .22781 .19355 
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Table 5.43 
Descriptive Statistics, Overall Satisfaction by Age 
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
18-29 2 3.5000 2.12132 1.50000 -15.5593 22.5593 
30-39 12 4.2222 1.49972 .43293 3.2693 5.1751 
40-49 67 3.5224 1.28606 .15712 3.2087 3.8361 
50-59 89 3.4082 1.18785 .12591 3.1580 3.6585 
60+ 11 2.7273 1.20017 .36186 1.9210 3.5336 
Total 181 3.4641 1.27006 .09440 3.2778 3.6504 
Tables 5.44 illustrated one-way ANOVA results of the mean difference of the 
overall satisfaction by the age of respondents. The results indicated that no significant 
difference in the overall satisfaction of the respondents based on age was found with 
(F=2.125, p=.080). Thus, hypothesis 3c could not be rejected for age too. There is no 
statistical significant difference between the groups. 
 
Table 5.44 
Summary of ANOVA, Overall Satisfaction by Marital Status  
 Sum of Squares df Mean Square F Sig. 
Between Groups 13.377 4 3.344 2.125 .080 
Within Groups 276.973 176 1.574   
Total 290.350 180    
 
 
Overall Satisfaction by Education 
The group statistics for respondent’s overall satisfaction based on level of 
education is shown in Table 5.45. The mean value for respondents that have technical 
school degree was the highest with 3.6667, while the mean for respondents that have high 
school or less was the lowest with 3.2879. 
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Table 5.45 
Descriptive Statistics, Overall Satisfaction by Education 
 
N Mean SD Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
High school or less 22 3.2879 .62822 .13394 3.0093 3.5664 
Technical school 13 3.6667 1.53960 .42701 2.7363 4.5970 
Some college 52 3.3077 1.15252 .15983 2.9868 3.6286 
College graduate 57 3.6199 1.21080 .16037 3.2986 3.9412 
Graduate school 36 3.5278 1.64534 .27422 2.9711 4.0845 
Total 180 3.4741 1.26253 .09410 3.2884 3.6598 
 
 
Table 5.46 illustrates one-way ANOVA results of the mean difference of overall 
satisfaction with purchased Hajj package by level of education of respondents. The 
indicated that no significant difference in the overall satisfaction with purchased Hajj 
package based on Education was found with (F=.622, p=.647). Thus, hypothesis 3c could 
be rejected for education too. 
 
Table 5.46 
Summary of ANOVA, Overall Satisfaction by Education 
 Sum of Squares df Mean Square F Sig. 
Between Groups 4.000 4 1.000 .622 .647 
Within Groups 281.323 175 1.608   
Total 285.323 179    
 
 
Overall Satisfaction by Marital Status 
The group statistics for statistics overall satisfaction based on the marital status of 
the participants is illustrated in table 5.47. The mean value for singles was the highest 
with 4.3333, while widowed participants had the lowest with 3.1111. 
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Table 5.47 
Descriptive Statistics Overall Satisfaction by Marital Status 
 
N Mean SD Std. Error 
95% Confidence Interval for 
Mean 
Lower Bound Upper Bound 
Single 7 4.3333 1.24722 .47140 3.1798 5.4868 
Widowed 3 3.1111 1.17063 .67586 .2031 6.0191 
Married 165 3.4424 1.28160 .09977 3.2454 3.6394 
Divorced 6 3.3333 .76012 .31032 2.5356 4.1310 
Total 181 3.4678 1.26967 .09437 3.2815 3.6540 
 
 
Table 5.48 illustrates one-way ANOVA results of the mean difference of overall 
satisfaction respondents’ marital status. The results indicated that no significant 
difference in the overall satisfaction based on marital status was found with (F=.1.212, p= 
.307). Thus, hypothesis 3c could not be rejected for marital status too. 
 
Table 5.48 
Summary of ANOVA, Overall Satisfaction by Marital Status 
 Sum of Squares df Mean Square F Sig. 
Between Groups 5.840 3 1.947 1.212 .307 
Within Groups 284.333 177 1.606   
Total 290.173 180    
 
 
Overall Satisfaction by Income 
The group statistics for overall satisfaction by participants’ annual household 
income is presented in table 5.49. The mean value for respondents who have annual 
household income of $50,000 - $74,999 was the highest with 3.7654while respondents 
who have annual household income of fewer than 25,000 have the lowest with 1.5000. 
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Table 5.49 
Descriptive Statistics, Overall Satisfaction by Income 
 
N Mean SD Std. Error 
95% Confidence Interval for 
Mean 
Lower Bound Upper Bound 
Under 25,000 2 1.5000 .70711 .50000 -4.8531 7.8531 
$25,000 - $34,999 20 3.0000 .66667 .14907 2.6880 3.3120 
$35,000 - $49,999 66 3.3990 1.19145 .14666 3.1061 3.6919 
$50,000 - $74,999 54 3.7654 1.35459 .18434 3.3957 4.1352 
$75,000 - or more 38 3.5789 1.40288 .22758 3.1178 4.0401 
Total 180 3.4815 1.27050 .09470 3.2946 3.6683 
 
 
Table 5.50 illustrated one-way ANOVA results of the mean difference of overall 
satisfaction by respondents’ annual household income. The results indicated that there is 
a significant difference in overall satisfaction of the respondents based on annual 
household income was found with (F=2.847= .026). Thus, hypothesis 3c could be rejected 
for income. There is difference in overall satisfaction based on annual house hold 
income. 
 
Table 5.50 
Summary of ANOVA, Overall Satisfaction by Income 
 
Sum of 
Squares df Mean Square F Sig. 
Between Groups 17.653 4 4.413 2.847 .026 
Within Groups 271.285 175 1.550   
Total 288.938 179    
 
The post Hoc (LDS) results shown in table 5.51 explained that mean for 
respondents from annual household income of fewer than $25,000 is significantly 
difference from means of other groups except for the mean of participants who have 
annual household income of $25,000 - $34,999 which was not significantly different 
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from other means except from the mean for participants who have annual household 
income of $50,000 - $74,999. The mean for respondents who have annual household 
ranges of $35,000 - $49,999 is not significantly different from means of other groups 
except from the mean for the group who have annual household income of under 
$25,000.  Mean of the group who has an annual household income of $50,000 - $74,999 
is not significantly different only from means of the groups of $35,000 - $49,999 and 
$75,000 - or more. Finally the mean for the group who has an annual house hold income 
of $75,000 - or more is significantly different only from the mean of the group who has 
an annual household of under $25,000. 
 
Table 5.51 
Post Hoc Tests (LSD) Multiple Comparisons Satisfaction by Income 
(I) Annual household 
income 
(J) Annual household 
income 
Mean Difference 
(I-J) Std. Error Sig. 
 
Under $25,000 
 
$25,000 - $34,999 -1.50000 .92337 .106 
$35,000 - $49,999 -1.89899* .89364 .035 
$50,000 - $74,999 -2.26543* .89655 .012 
$75,000 - or more -2.07895* .90327 .023 
$25,000 - $34,999 
 
Under 25,000 1.50000 .92337 .106 
$35,000 - $49,999 -.39899 .31780 .211 
$50,000 - $74,999 -.76543* .32591 .020 
$75,000 - or more -.57895 .34395 .094 
$35,000 - $49,999 
 
Under 25,000 1.89899* .89364 .035 
$25,000 - $34,999 .39899 .31780 .211 
$50,000 - $74,999 -.36644 .22846 .111 
$75,000 - or more -.17996 .25354 .479 
$50,000 - $74,999 
 
Under 25,000 2.26543* .89655 .012 
$25,000 - $34,999 .76543* .32591 .020 
$35,000 - $49,999 .36644 .22846 .111 
$75,000 - or more .18648 .26363 .480 
$75,000 - or more 
 
Under 25,000 2.07895* .90327 .023 
$25,000 - $34,999 .57895 .34395 .094 
$35,000 - $49,999 .17996 .25354 .479 
$50,000 - $74,999 -.18648 .26363 .480 
*. The mean difference is significant at the 0.05 level. 
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Hypothesis 4 
H
4a
: There is no difference in the pilgrims’ perceived Hajj service quality 
based on type of purchased Hajj package 
 
The group statistics for respondent’s perceived Hajj service quality by type of 
purchased Hajj package is shown in table 5.52. The mean value for participants who have 
purchased a Hajj package that categorized as 4 stars was the highest with 3.1785, while 
the mean value for participants who have purchased a Hajj package that categorized as 2 
stars was the lowest with 2.3717     
 
Table 5.52 
Descriptive Statistics, Hajj Service Quality by Package Type 
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
2 stars 4 2.3717 1.30690 .65345 .2921 4.4512 
3 stars 67 2.7325 .96650 .11808 2.4968 2.9683 
4 stars 54 3.1785 .98214 .13365 2.9104 3.4465 
5 stars 58 3.1675 .94798 .12448 2.9182 3.4167 
Total 183 2.9941 .99127 .07328 2.8495 3.1387 
 
Table 5.53 illustrated one-way ANOVA results of the mean difference of 
perceived Hajj service quality by types of Hajj package purchased by respondents. The 
results indicated that there is a significant difference in the perceived Hajj service of the 
respondents based on by types of Hajj package was found with (f=3.426, p= .018). Thus, 
hypothesis 4a could be rejected.  
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Table 5.53 
Summary of One way ANOVA, Hajj Service Quality by Package Type 
 Sum of Squares df Mean Square F Sig. 
Between Groups 9.712 3 3.237 3.426 .018 
Within Groups 169.123 179 .945   
Total 178.835 182    
 
 
 
In order to examine the multiple comparisons and to determine where exactly the 
differences among groups occur, the post Hoc (LDS) was run. Results in table 5.54 
illustrated that the mean for the group who have purchased 2 stars package is not 
significantly different from means of other groups. The mean value of the group who 
purchased 3 stars package was significantly different from the means of groups who have 
purchased 4 and 5 stars packages which were not significantly different from each other.  
 
Table 5.54 
Post Hoc Tests (LSD) Multiple Comparisons, Hajj Service Quality by Package Type 
(I) Rank of the purchased 
Hajj package  
(J) Rank of the purchased 
Hajj package  
Mean 
Difference (I-J) Std. Error Sig. 
 
2 stars 
 
3 stars -.36088 .50031 .472 
4 stars -.80681 .50369 .111 
5 stars -.79580 .50249 .115 
3 stars 
 
2 stars .36088 .50031 .472 
4 stars -.44593
*
 .17776 .013 
5 stars -.43493
*
 .17433 .014 
4 stars 
 
2 stars .80681 .50369 .111 
3 stars .44593
*
 .17776 .013 
5 stars .01101 .18381 .952 
5 stars 
 
2 stars .79580 .50249 .115 
3 stars .43493
*
 .17433 .014 
4 stars -.01101 .18381 .952 
*. The mean difference is significant at the 0.05 level. 
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H
4b
: There is no difference in the pilgrims’ monetary perceived value based on 
type of purchased package 
 
 
Table 5.55 shows the group statistics for respondent’s monetary perceived value 
by type of purchased Hajj package. The mean value for participants who have purchased 
a Hajj package that categorized as 4 stars was the highest with 3.8889, while the mean 
value for participants who have purchased a Hajj package that categorized as 3 stars was 
the lowest with 3.2736 
 
Table 5.55 
Descriptive Statistics, Perceived Value by Package Type 
 
N Mean SD Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
2 stars 4 3.3333 1.78471 .89235 .4935 6.1732 
3 stars 67 3.2736 1.08700 .13280 3.0085 3.5388 
4 stars 54 3.8889 1.37818 .18755 3.5127 4.2651 
5 stars 58 3.8333 1.27083 .16687 3.4992 4.1675 
Total 183 3.6339 1.27343 .09413 3.4481 3.8196 
 
 
 
The one-way ANOVA results of the mean difference of monetary perceived value 
by types of Hajj package purchased by respondents is shown in table 5. 56. The results 
indicated that there is a significant difference in the perceived Hajj service of the 
respondents based on by types of Hajj package was found with (F=3.167, p= .026). Thus, 
hypothesis 4b could be rejected too.  
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Table 5.56 
Summary of One way ANOVA, Perceived Value by Package Type 
 Sum of Squares df Mean Square F Sig. 
Between Groups 14.875 3 4.958 3.167 .026 
Within Groups 280.261 179 1.566   
Total 295.137 182    
 
 
Results from post Hoc (LDS) test in table 5.57 illustrated that the mean value for 
the group who have purchased 2 stars package is not significantly different from means 
of other groups. The mean value of the group who purchased 3 stars package was 
significantly different from the means of groups who have purchased 4 and 5 stars 
packages which were not significantly different from each other.  
 
Table 5.57 
Post Hoc Tests, Multiple Comparisons, Perceived Value by Package 
(I) Rank of the purchased 
Hajj package  
(J) Rank of the purchased 
Hajj package  
Mean 
Difference (I-J) Std. Error Sig. 
 
2 stars 
 
3 stars .05970 .64405 .926 
4 stars -.55556 .64840 .393 
5 stars -.50000 .64685 .441 
3 stars 
 
2 stars -.05970 .64405 .926 
4 stars -.61526
*
 .22883 .008 
5 stars -.55970
*
 .22442 .014 
4 stars 
 
2 stars .55556 .64840 .393 
3 stars .61526
*
 .22883 .008 
5 stars .05556 .23662 .815 
5 stars 
 
2 stars .50000 .64685 .441 
3 stars .55970
*
 .22442 .014 
4 stars -.05556 .23662 .815 
*. The mean difference is significant at the 0.05 level. 
 
H
4c
: There is no difference in the pilgrims’ overall satisfaction with purchased 
Hajj package based on type of purchased package 
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 The group statistics for respondent’s overall satisfaction by type of purchased 
Hajj package is shown in table 5.58. The mean value for participants who have purchased 
a Hajj package that categorized as 5 stars was the highest with 3.6897, while the mean 
value for participants who have purchased a Hajj package that categorized as 2 stars was 
the lowest with 2.7500. 
 
Table 5.58 
Descriptive Statistics, Overall Satisfaction by Package Type 
 
N Mean Std. Deviation Std. Error 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 
2 stars 4 2.7500 1.66389 .83194 .1024 5.3976 
3 stars 67 3.1542 1.04982 .12826 2.8982 3.4103 
4 stars 54 3.6605 1.38196 .18806 3.2833 4.0377 
5 stars 58 3.6897 1.30655 .17156 3.3461 4.0332 
Total 183 3.4645 1.26898 .09381 3.2794 3.6496 
 
 
Table 5.59 illustrates one-way ANOVA results of the mean difference of overall 
satisfaction by types of Hajj package purchased by respondents. The results indicated that 
there is a significant difference in the perceived Hajj service of the respondents based on 
by types of Hajj package was found with (F=2.883, p= .037). Thus, hypothesis 4b could 
be rejected too.  
 
Table 5.59 
Summary of ANOVA, Overall Satisfaction by Package Type 
 Sum of Squares df Mean Square F Sig. 
Between Groups 13.507 3 4.502 2.883 .037 
Within Groups 279.568 179 1.562   
Total 293.075 182    
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Results from post Hoc (LDS) test in table 5.60 illustrated that the mean value for 
the group who have purchased the 2 stars package is not significantly different from 
means of other groups. The mean value of the group who purchased the 3 stars package 
was significantly different from the means of groups who have purchased the 4 and the 5 
stars packages which were not significantly different from each other.  
 
Table 5.60 
Post Hoc Tests (LSD) Multiple Comparisons, Overall Satisfaction by Package Type 
 (I) Rank of the purchased 
Hajj package  
(J) Rank of the purchased 
Hajj package  
Mean 
Difference (I-J) Std. Error Sig. 
 
2 stars 
 
3 stars -.40423 .64325 .531 
4 stars -.91049 .64760 .161 
5 stars -.93966 .64605 .148 
3 stars 
 
2 stars .40423 .64325 .531 
4 stars -.50626
*
 .22855 .028 
5 stars -.53543
*
 .22414 .018 
4 stars 
 
2 stars .91049 .64760 .161 
3 stars .50626
*
 .22855 .028 
5 stars -.02916 .23633 .902 
5 stars 
 
2 stars .93966 .64605 .148 
3 stars .53543
*
 .22414 .018 
4 stars .02916 .23633 .902 
*. The mean difference is significant at the 0.05 level. 
 
Hypothesis 5 
H
5a
: There is no relationship between Hajj Service quality dimensions and  
perceived Hajj service quality 
 
Correlation Analysis 
As an approach to measure the strength of a linear between two variables the 
correlation coefficient was used in this study to measure the strength of a linear between 
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the five Hajj service dimensions and respondents perceived Hajj service quality, 
monetary perceived value and overall satisfaction with the purchased Hajj package. 
The correlation between perceived Hajj service quality and the five Hajj service 
dimensions was positive and was significant at the 0.01 level (2-tailed). As shown in 
table 5.61, the correlation between perceived Hajj service quality and Factor 1 
(accommodation)  was .768 (p=0.000); the correlation between perceived Hajj service 
quality and Factor 2 (caretaking) was .817 (p=0.000); the correlation between perceived 
Hajj service quality and factor 3 (food services) was .854
 
(p=0.000); the correlation 
between perceived Hajj service quality and factor 4 (mobility) was .807 (p=0.000), and 
the correlation between perceived Hajj service quality and factor 5 (problem solving) was 
.831 (p=0.000) (Table4-6). Therefore, the study indicated that there is a strong correlation 
between perceived Hajj service quality and the five Hajj service dimensions. The highest 
correlation was between service quality and problem solving with Pearson correlation of 
.831 and the lowest correlation was between service quality and accommodation with 
Pearson correlation of .768. 
 
Table 5.61 
Correlation between Hajj Service Quality and the Five Service Factors  
 Factor1 
Accommodation 
Factor 2 
Care Taking 
Factor 3 
Food 
Services 
Factor 4 
Mobility 
Factor 5 
Problem 
Solving 
 
Hajj 
Service 
Quality 
Pearson 
Correlation 
.768
**
 .817
**
 .821
**
 .807
**
 .831
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 
N 183 183 183 183 183 
**. Correlation is significant at the 0.01 level (2-tailed).    
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H
5b
: There is no relationship between Hajj Service quality dimensions and 
monetary perceived value with purchased Hajj packages 
 
The correlation between monetary perceived value and the five Hajj service 
dimensions was positive and was significant at the 0.01 level (2-tailed). As shown in 
table 5.62, the correlation between monetary perceived value and Factor 1 
(accommodation)  was .588 (p=0.000); the correlation between monetary perceived value 
and Factor 2 (cartaking) was .516 (p=0.000); the correlation between monetary perceived 
value and factor 3 (food services) was .642 (p=0.000); the correlation between perceived 
Hajj service quality and factor 4 (mobility) was .605 (p=0.000), and the correlation 
between monetary perceived value and factor 5 (problem solving) was .610 (p=0.000) 
(Table4-6). Therefore, the study indicated that there is a strong correlation between 
monetary perceived value and the five Hajj service dimensions. The highest correlation 
was between monetary perceived value and food services with Pearson correlation of 
.642 and the lowest correlation was between monetary perceived value and care taking 
with Pearson correlation of .516.  
 
Table 5.62 
Correlation between Perceived Value and the Five Service Factors 
 Factor1 
Accommodation 
Factor 2 Care 
Taking 
Factor 3 Food 
Services 
Factor 4 
Mobility 
Factor 5 
Problem 
Solving 
 
Perceived 
Value 
Pearson 
Correlation 
.588** .516** .642** .605** .610** 
Sig. (2-tailed) .000 .000 .000 .000 .000 
N 183 183 183 183 183 
**. Correlation is significant at the 0.01 level (2-tailed). 
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H
5c
: There is no relationship between Hajj Service quality dimensions and 
overall satisfaction with purchased Hajj packages 
 
The correlation between overall satisfaction with purchased Hajj package and the 
five Hajj service dimensions was positive and was significant at the 0.01 level (2-tailed). 
As shown in table 5.63, the correlation between overall satisfaction with purchased Hajj 
package and Factor 1 (accommodation)  was .647 (p=0.000); the correlation between 
overall satisfaction with purchased Hajj package and Factor 2 (caretaking) was .586 
(p=0.000); the correlation between overall satisfaction with purchased Hajj package and 
factor 3 (food services) was .676
 
(p=0.000); the correlation between overall satisfaction 
with purchased Hajj package and factor 4 (mobility) was .627 (p=0.000), and the 
correlation between overall satisfaction with purchased Hajj package and factor 5 
(problem solving) was .689 (p=0.000) (Table4-6). Therefore, the study indicated that 
there is a strong correlation between overall satisfaction with purchased Hajj package and 
the five Hajj service dimensions.  The highest correlation was between overall 
satisfaction and problem solving with Pearson correlation of .689 and the lowest 
correlation was between overall satisfaction quality and care taking with Pearson 
correlation of .586. 
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Table 5.63 
Correlation between Overall Satisfaction and the Five Service Factors  
 Factor1 
Accommodation 
Factor 2 
Care 
Taking 
Factor 3 
Food 
Services 
Factor 4 
Mobility 
Factor 5 
Problem 
Solving 
 
Overall 
Satisfaction 
Pearson 
Correlation 
.647
**
 .586
**
 .676
**
 .627
**
 .689
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 
N 183 183 183 183 183 
**. Correlation is significant at the 0.01 level (2-tailed). 
    
Based on these results revealed from the correlation analysis, the study reject 
hypothesis 5 and prove that there is strong linear between each Hajj service dimensions 
and the main three variables in this study (perceived Hajj service quality, monetary 
perceived value and overall satisfaction with purchased Hajj package.   
 
Multiple Regression Analysis 
In order to further reveal the Hajj service factors that influenced pilgrims’ 
monetary perceived value and overall satisfaction with the purchased Hajj package, the 
five Hajj service quality dimensions were used in a multiple regression analysis. The 
multiple regression analysis was performed because it provided the most accurate 
interpretation of the independent variables. The five independent variables were 
expressed in terms of the standardized factor scores (beta coefficients). The significant 
factors that remained in the regression equation were shown in order of importance based 
on the beta coefficients. The dependent variables pilgrims’ monetary perceived value and 
overall satisfaction with the purchased Hajj package were entered separately. The 
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equation form pilgrims’ monetary perceived value / pilgrims’ overall satisfaction with the 
purchased Hajj package was expressed in the following equation:  
Y =  β0 + B1X1 + B2X2 + B3X3 + B4X4, + B5X5 
Where,  
Ys = Hajj pilgrims’ monetary perceived value / Hajj pilgrims’ overall satisfaction with the 
purchased Hajj package.  
β0 = constant (coefficient of intercept)  
X1 = Accommodation  
X3 = Food services 
X4 = Mobility 
X5= Problem Solving 
B1,…,B5 = regression coefficient of Factor 1 to Factor 5.  
 
Hypothesis 6 
H
6a
: Hajj service quality dimensions do not differ in their predictability of 
overall satisfaction with purchased Hajj package 
 
Predicting overall satisfaction with purchased Hajj package 
The first multiple regression model used service Hajj service quality dimensions 
as independent variable the multi-items measure of overall satisfaction with purchased 
Hajj package. The model summary in table 5.64 predicts the goodness-of-fit of the 
regression model. Result shows that the R-square is 0.655, and the adjusted R Square is 
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0.645. This indicates that the five independent variables explain more than 64% percent of the 
variations in overall satisfaction with purchased Hajj package.  
 
Table 5.64 
Regression, Model1 Summary  
 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 .809
a
 .655 .645 .75624 
a. Predictors: (Constant), food Services, Accommodation, Care Taking, Mobility, Problem Solving 
b. Dependent Variable: Overall Satisfaction 
 
The ANOVA results in table 5.65 also tests the acceptability of the model by 
displaying information about variation accounted for by the model. The F ratio, which 
explained whether the results of the regression model could have occurred by chance, had 
a value of 67.092 (p=0.00) and was considered significant. The regression model 
achieved a satisfactory level of goodness-of-fit in predicting the variance of pilgrims’ 
overall satisfaction in relation to the five Hajj service dimensions. 
 
 Table 5.65 
ANOVA for the Regression Equation, Satisfaction on the Five Service Factors 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 191.849 5 38.370 67.092 .000
a
 
Residual 101.226 177 .572   
Total 293.075 182    
a. Predictors: (Constant), foodS, Accommodation, CareTaking, Mobility, ProblemSolving 
b. Dependent Variable: OverallSatisfaction 
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The shape of the histogram in Figure 5.24, approximately follow the normal curve. 
   The P-P residuals in figure 5.25 approximately follow the 45-degree line.  Both 
histogram and P-P residual indicate that the normality assumption of the model is not 
violated. 
 
 
Figure 5.9. Histogram, of regression Standardized Residual 1 
 
 
 
Figure 5.10. Normal P-P Plot of Regression Standardized residual 1 
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As it can be seen in table 5.66, despite the positivity of the model fit, the 
coefficient table shows that factors (caretaking) has a non-significant coefficient of 0.838, 
while, all the other factors have significant coefficient at 0.05, meaning that these factors 
do contribute much to the model. 
 
Table 5.66 
Coefficients (Overall Satisfaction by Service Quality Factors) 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) .389 .184  2.116 .036 
Accommodation .267 .056 .269 4.738 .000 
Care Taking .015 .073 .013 .204 .838 
Mobility .176 .064 .171 2.734 .007 
Problem Solving .281 .063 .285 4.440 .000 
Food Services .267 .071 .251 3.767 .000 
a. Dependent Variable: Overall Satisfaction 
 
By examining the standardize coefficient, the relative importance of the predictors 
can be determined. Problem solving has the highest standardize coefficient and the lowest 
significant level, meaning that problem solving is the best predictor.  
By analyzing the whole coefficient table it can be concluded that the order of 
significance for predictors of overall satisfaction with purchased Hajj package is promise 
keeping (Beta=0.285, p=0.000), accommodation services (Beta=0. 269, p=0.000), food 
services (Beta=0.251, p=0.000), mobility (Beta=0. 171, p=0.007) and finally caretaking 
(Beta=0. 013, p=0. 838).  
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In conclusion, all underlying dimensions are significant. Thus, the results of 
multiple regression analysis reject hypothesis 6a, that the Hajj service quality dimensions 
do not differ in their predictability of overall satisfaction with purchased Hajj package. 
Table 5.67 rate Hajj service quality dimensions as Predictors for overall satisfaction with 
purchased Hajj package 
 
Table 5.67 
Overall Satisfaction with Hajj Package Predictors order 
Rank Dimension 
1 Problem Solving 
2 Accommodation 
3 Food Services 
4 Mobility 
5 Problem Solving 
 
  
H
6b
: Hajj service quality dimensions differ in their predictability of Hajj 
monetary perceived value 
 
Predicting Hajj Monetary Perceived Value 
The second multiple regression model used service Hajj service quality 
dimensions as independent variables, while the uni-dimention multiple- item measure of 
monetary perceived value as dependent variable. The model summary in table 5.68 
predicts the goodness-of-fit of the regression model. Result shows that the R-square is 
0.561. and the adjusted R Square is 0.549. This indicates that the five independent 
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variables explain more than 54% percent of the variations in overall satisfaction with 
purchased Hajj package.  
 
Table 5.68 
Regression, Model2 Summary  
 
Model 
R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 .749a .561 .549 .85558 
a. Predictors: (Constant), food Services, Accommodation, Care Taking, Mobility, Problem Solving 
b. Dependent Variable: Overall Satisfaction 
 
 
 
 
The ANOVA results in table 5.69 also tests the acceptability of the model by 
displaying information about variation accounted for by the model. The F ratio, which 
explained whether the results of the regression model could have occurred by chance, had 
a value of 45.237 (p=0.00) and was considered significant. The regression model 
achieved a satisfactory level of goodness-of-fit in predicting the variance of pilgrims’ 
overall satisfaction in relation to the five Hajj service dimensions. 
 
Table 5.69 
ANOVA for the Regression, Perceived Value on Five Hajj Service quality Factors 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 165.571 5 33.114 45.237 .000
a
 
Residual 129.566 177 .732   
Total 295.137 182    
a. Predictors: (Constant), food Services, Accommodation, Care Taking, Mobility, Problem Solving 
b. Dependent Variable: Perceived Value 
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The histogram in figure 5.26 and the P-P plot in diagram of residual in figure 5.27 
illustrated the assumption of normality of the error. The shape of the histogram 
approximately follows the normal curve and the P-P residuals approximately follow the 
45-degree line.   
 
Figure 5.11. Histogram, of regression Standardized Residual 2 
 
 
Figure 5.12. Normal P-P Plot of Regression Standardized residual 2 
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As can be seen in table 5.70 the coefficient table shows that factors (caretaking) 
has a non-significant coefficient of 0.500, while, all the other factors have significant 
coefficient at 0.05, meaning that these factors do contribute much to the model. 
 
Table 5.70 
Coefficients (Perceived Value by Service Factors) 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) .832 .208  4.002 .000 
Accommodation .234 .064 .236 3.680 .000 
Care Taking -.056 .083 -.050 -.675 .500 
Mobility .223 .073 .216 3.065 .003 
Problem Solving .215 .072 .218 3.012 .003 
Food S .307 .080 .287 3.830 .000 
a. Dependent Variable: Perceived Value 
 
By analyzing the whole coefficient table it can be concluded that the order of 
significance for predictors of monetary perceived value is food service (Beta=0. 287, 
p=0.000), accommodation services (Beta=0. 236, p=0.000), Problem solving (Beta=0. 
218, p=0.003), mobility (Beta=0. 216, p=0.003) and finally caretaking (Beta=-.050, p=0. 
500).  
In conclusion, all underlying dimensions are significant. Thus, the results of 
multiple regression analysis reject hypothesis 1, that Hajj service quality dimensions do 
not differ in their predictability of monetary perceived value as illustrated in table 5.71 
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Table 5.71 
Overall Satisfaction with Hajj Package Predictors order 
Rank Dimension 
1 Mobility 
2 Accommodation 
3 Food Services 
4 Problem Solving 
5 Care Taking 
 
 
Hypothesis 7 
H
7
: Hajj service quality and Hajj monetary perceived value do not differ in 
their predictability of overall satisfaction with purchased Hajj package 
 
The second multiple regression model used  Hajj service quality as transformed 
measure of all 5 factors and the uni-dimention multiple- item measure of monetary 
perceived value as independent variable verses the uni-dimention multiple- item measure 
of the overall satisfaction with purchased Hajj package. 
  The model summary in table 5.72 predicts the goodness-of-fit of the regression 
model. Result shows that the R-square is 0.935 and the adjusted R Square is 0.934. This 
indicates that the two independent variables explain more than 93% percent of the 
variations in overall satisfaction with purchased Hajj package.  
 
Table 5.72 
Regression, Model 3 Summary 
 
Model 
R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 .967a .935 .934 .32417 
a. Predictors: (Constant), Perceived Value, Hajj Service Quality 
b. Dependent Variable: Overall Satisfaction 
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The ANOVA results in table 5.73 also tests the acceptability of the model by 
displaying information about variation accounted for by the model. The F ratio, which 
explained whether the results of the regression model could have occurred by chance, had 
a value of 1304.422 (p=0.00) and was considered significant. The regression model 
achieved a satisfactory level of goodness-of-fit in predicting the variance of pilgrims’ 
overall satisfaction in relation to Hajj service quality and monetary perceived value  
 
Table 5.73 
ANOVA for the Regression Equation, Overall Satisfaction on five Service Factors 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 274.159 2 137.079 1304.422 .000
a
 
Residual 18.916 180 .105   
Total 293.075 182    
a. Predictors: (Constant), Perceived Value, Service Quality 
b. Dependent Variable: Overall Satisfaction 
 
 
 
 
The histogram in figure 5.28 and the P-P plot in diagram of residual in figure 5.29 
illustrated the assumption of normality of the error. The shape of the histogram 
approximately follows the normal curve, and the P-P residuals approximately follow the 
45-degree line.  Both histogram and P-P residual indicate that the normality assumption 
of the model is not violated. 
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Figure 5.13. Histogram 
 
 
 
 
Figure 5.14. Normal P-P Plot of Regression Standardized residual 
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As can be seen in table 5.74 Hajj service quality has significant coefficient of 
0.210, while, perceived value has the highest standardize coefficient of 0.803 and all 
variables have significant coefficient at 0.05, meaning that these factors do contribute 
much to the model. 
 
Table 5.74 
Coefficients (Overall Satisfaction by Service Quality and Perceived Value) 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -.247 .080  -3.096 .002 
Service Quality .268 .036 .210 7.535 .000 
Perceived Value .800 .028 .803 28.845 .000 
a. Dependent Variable: Overall Satisfaction 
 
In conclusion, the large difference between the standardize coefficient of the two 
independent variables leads to reject hypothesis 7, that Hajj service quality and Hajj 
monetary perceived value do not differ in their predictability of overall satisfaction with 
purchased Hajj package. 
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CHAPTER SIX 
CONCLUSIONS 
 
Introduction 
The primary purpose of this dissertation was to examine service quality in a 
religious tourism context. This chapter presents the research conclusion by linking the 
qualitative and the quantitative results, followed by discussion of practical implications 
emerged from the study. Finally the chapter ends with the study limitations and 
recommendations for future researches.  
 
Study Conclusion 
The present study started with three main assumptions. First, Hajj as a traditional 
pilgrimage event is moving toward being a profitable phenomenon.  As discussed in the 
literature review in chapter 3, several researchers believe that the behaviors among 
tradition pilgrims (consumption and expenditures) have changed, including the 
assumption that this niche market relatively represents low income individuals who are 
ready to put up with any service failure, considering the hardships and the difficulties as 
part of their overall experience. Indeed, they feel these characteristics are not valid for all 
present-day pilgrims (Bar & Cohen-Hattab, 2003; Collins-Kreiner & Gatrell, 2006; 
Timothy, 2011; Triantafillidou et al., 2010; Wright, 2007). This assumption was highly 
supported by results of the present research. Despite the fact that hardships and 
difficulties have been part of Hajj pilgrimage experience throughout history, from the 
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results of this research, pilgrims seek adequate service quality based on the price of the 
purchased package, considering the hardship in saving money to perform this religious 
pillar.  The monetary perceived value seems to be the most important sign for their 
overall satisfaction with the services. The fact that Hajj is a religious event may exceed 
their level of tolerance with service evaluation to a certain degree, yet it is obvious that 
tolerance with service deficiency is limited especially when it comes to incidents that 
may affect performing Hajj the right way. Hajj is essentially an overwhelming experience 
and different stockholders are involved in Hajj services. Although the present study 
focused mainly on services provided by Hajj travel agencies, the results indicated that 
that elements related to destination factors received more tolerance in participants’ 
perceptions. 
 
Second, in terms of tourism services, Hajj pilgrims would like to be treated as 
tourists. Although the majority Hajj pilgrims seem not to consider themselves as tourists 
probably due to the fake assumption that tourism would generally be associated with 
hedonic motivation or activities similar to some other forms of tourism, Hajj pilgrims 
give considerable importance to the tourism services in their journey and would like to be 
treated like other tourists that have the same travel pattern.  
 
Third, some service dimensions have significant importance in the Hajj package. 
As discussed in the literature review, there are two main schools of thought in the area of 
examining and measuring service quality. One school supports the disconfirmation 
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paradigm by applying the approach of perceptions-minus-expectations (Parasuraman et 
al. 1985), and the other school supports the performance-based (only perception) 
paradigm (Cronin and Taylor, 1992). However, questioning and critique in the literature 
support the use of the performance-based approach of service quality over perceptions-
minus-expectations approach. This supported the choice of applying performance-based 
measure of service quality in the present research. Moreover and also based on literature 
review, researchers argued that the five dimensions and their 22 items that have been 
used in both approaches may not apply to different type of services (Carman, 1990; Fick 
& Ritchie, 1991). This led the present research to subjectively and objectively seek 
dimensions that can evaluate service quality in the Hajj context.  
 
     One of the main purposes of this dissertation was to develop a practical evaluation 
tool that considers the main dimensions of service quality in a Hajj setting, which can be 
used to determine the quality of performance among Hajj service providers in different 
countries. The study combined two approaches (qualitative and quantitative) to achieve 
this purpose. Five dimensions were revealed in the qualitative part (promise keeping, 
caretaking, tangibles, problem solving, and accessibility), presented by 34 positive 
statement items. The factor analysis was conducted to test the dimensionality of the 
measure. Based on items loading, a scale of 5 factors and 29 items emerged after the 
deletion of 5 items. One was deleted after the reliability test, and four were deleted 
because of their weak loading in factor analysis.  The names of the new dimensions were 
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accommodation (6 items), mobility (9 items), caretaking (5 items), food services 
(5nitems), and problem solving (4 items). 
The five practical dimensions identified by the study showed a highly significant 
correlation with how pilgrims perceived Hajj service quality, monetary perceived value 
and overall satisfaction with the purchased Hajj package. Furthermore, the study revealed 
various significant relationships between the five service quality dimensions as perceived 
by customers based on different demographic characteristics and also based on the types 
of purchased packages.   
 
Accommodation 
The experience in Hajj consists of different accommodation types, such as hotels 
in Mecca and Medina, camping in Mina and Arafat, and even an overnight stay outside in 
Muzdalifah.  The accommodation service is important because it determines the ease of 
other services and rituals. Examples include the location of the hotel in Mecca and how 
closed it is to the Haram where pilgrims would go five times a day and the location of the 
tent in Mina and how it is accessible from Jamarat and other services, such as rest rooms 
and restaurants, etc. More over how comfortable the accommodation is in this 
overwhelming experience is very important, particularly for elderly pilgrims of. Pilgrims 
were more satisfied in hotel accommodations than in the camps in Mena and Arafat. 
Complaints from the qualitative study include the number of people in one tent, the air 
conditioning situation, the cleanliness of camps, and the availability and cleanliness of 
restrooms.  The study also revealed that satisfaction with accommodation services 
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significantly differs based on the rank of the purchased package. Participants who had 2 
and 3 stars packages are more satisfied with accommodation services than pilgrims who 
had 4 and 5 stars packages. Results of present study have shown that Hajj 
accommodation was the worst service that pilgrims experienced in their Hajj journey. It 
was also the best predictor factor for overall satisfaction with the purchased Hajj package, 
and the second best predictor factor for monetary perceived value among the five 
dimensions. 
 
Mobility 
Performing Hajj is not just the travel to Mecca, but also visit to different 
destinations for Hajj rituals. Mobility seems to be the most important factor in Hajj. 
Because it is a mega event participated by about 3 million people in terms of mobility, it 
is hard for all Hajj pilgrims have to be in the same destinations at certain times. Although 
the interviews revealed that transportation was the worst service in performing Hajj, the 
mobility dimension which includes transportation and accessibility was not among the 
best predictors for overall satisfaction with the purchase Hajj package. This result is 
probably due to the fact that the transportation problem in Hajj is mainly related to 
destination factors. Pilgrims consider that in many cases the travel agent can do nothing 
in that crowded traffic.  
Results of this study have shown that the dimension of mobility was the second 
worst Hajj service pilgrims experienced, although it was the fourth best predictor for 
both, monetary perceived value and overall satisfaction with the purchased Hajj package.   
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Problem Solving 
Hajj pilgrims consider problem solving as one of the most important dimensions 
for Hajj service quality, value and satisfaction. In this mega event, it seems rare to have 
an incident-free package. The ability of the travel agent to solve problems is an essential 
element for all pilgrims. Incidents related to different services can cause critical 
situations, e.g. transportation incidents, hotel reservations problems, food services, bad 
air conditioning in the tent in Mina, etc. According to result of this study, the dimension 
of problem solving was the third best among the five dimensions. It was also the best 
predictor factor for overall satisfaction with the purchased Hajj package and also was the 
third best predictor factor of monetary perceived value. 
  
Food Services 
Pilgrims were more satisfied with food services in Mecca and Medina where they 
mostly eat in the restaurants at their hotels which offer good food choices. While they 
seemed not to be satisfied with food services in other locations, especially in Arafat and 
Mena where fewer choices and a standard meal is provided. As discussed in the 
qualitative part, some complaints on food services in camp areas that food is served in hot 
weather, food is cooked in camps and kitchens that are not clean enough and standard 
meals were served. Overall, according to results of this study, the dimension of food 
services was the third best dimension among the five dimensions. It was also the best 
predictor factor of the monetary perceived value and the third best predictor factor for 
overall satisfaction with the purchased Hajj package. 
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Care Taking 
The Caretaking dimension includes guiding services and providing information 
about the schedule in addition to services delivered by religious scholar accompanying 
the Hajj group to educate pilgrims about how to perform different Hajj ritual. According 
to the empirical analysis, this dimension seems to be the least concern for participants. 
This result is probably due to the availability of Hajj information, such as the religious 
awareness program managed by the Hajj ministry. Moreover, Hajj pilgrims, before 
performing Hajj, would seek clear information about places they should go to for rituals 
and prayers and also dates and times. Participants were quite satisfied with this 
dimension. Although, the results of this study have shown that the dimension of care-
taking has the least predictability for both, the overall satisfaction with purchased Hajj 
package and the monetary perceived value, it was the second best among the five Hajj 
service quality dimensions as evaluated by Hajj pilgrims.  
 
 Monetary Perceived Value 
Findings of this research study have shown that pilgrims from the USA somewhat 
negatively evaluate the value for the Hajj package, particularly those who have purchased 
Hajj packages categorized as 4 and 5 stars, feeling that they paid a considerable amount 
of money, while they got almost the same services as the pilgrims who paid less. The 
research also found that service quality dimensions differ in their predictability of 
perceived value. Surprisingly, food and accommodation services were the best predictors 
for perceived value followed by problem solving and mobility. Moreover, monetary 
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perceived value seem to be the best predictor for service quality and overall satisfaction 
with the purchased Hajj package.  
A multiple regression analysis was conducted, considering overall satisfaction as 
the dependent variable and overall perceived Hajj service quality and monetary perceived 
value as the independent variables. The results illustrated that the model was significant, 
and through the analysis of the coefficients, the monetary perceived value explained 
about 80% of the variability in overall satisfaction, while service quality explained only 
about 20%. This analysis ensures the importance of price when evaluating services and 
overall satisfaction. Also, the difference in evaluating service quality, perceived value 
and overall satisfaction based on annual house hold income and type or rank of the 
purchased package was illustrated. Participants with 2 and 3 stars packages are more 
satisfied than participants with 5 stars packages. This result also ensures that besides 
seeking the adequate services, pilgrims also look whether level of quality matches the 
money they feel that they have sacrificed. 
  
Overall Satisfaction 
Results of this research study have shown that hajj pilgrims from the USA 
generally somewhat satisfied with the purchased packages. Results also have determined 
different overall satisfaction predictable factors based on Hajj service quality dimensions. 
Accommodation and problem solving factors were the best predictors for overall 
satisfaction; this result is probably due to the fact that accommodation service problems 
cannot be easily solved, e.g. replacing different hotel or camp. Moreover, problem 
 165 
 
solving related to the ability of the travel agent in adopting and solving problems, was 
also important for overall satisfaction, putting in mind that some incidents may create 
stressful situations to pilgrims who feel that their Hajj might not be performed the right 
way.  
 
Management Application 
As one of the main pillars of Islam, Hajj pilgrimage is important for every Muslim. 
Discussing whether it should be considered as a tourism mega event is not more 
important than seeking ways to enhance the experience Hajj pilgrims seek in their 
journey. Based on the different facilities that the Hajj site offers, the Hajj journey cannot 
be standardized, and travel agents will always need to offer different Hajj packages, not 
necessarily because the trend is moving toward commoditizing this religious event, 
thougt this can be a possibility unless steps are taken, particularly from the Ministry of 
Hajj. Importantly, Hajj travel agents need to be given clearer and strict requirements and 
rules in order to be licensed. These requirements and rules should include determining 
clear specifications of the different types of packages provided by these agencies based 
on costs and benefits. Indeed, a service quality information system is needed for 
improvement.  
Hajj pilgrims should be encouraged with different strategies to voice their evaluation 
of services delivered before, during, and after their journey. This evaluation can be 
achieved with systematic research approaches that use different lenses through multiple 
methods to avoid the limitation of using a single approach. An example is using the four 
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approaches suggested by Berry and Parasuraman (1997): transactional surveys; customer 
complaints; comments, and inquiry capture; employee surveys; and total market survey. 
The results can assist a contingency management and continuous improvement for 
travel agencies themselves, their Saudi entrepreneur partners, and the Saudi Ministry of 
Hajj. Travel agencies that offer Hajj packages need to think carefully about their 
marketing plans.  
According to the results of the present study, a gap between the agencies’ external 
communication and how it is perceived by pilgrims (the actual performance), particularly 
for first time pilgrims, exists. Bridging this gap can enhance the reliability of travel 
agencies and can enhance satisfaction among their customers. Moreover, having skilled 
and experienced tour guides is essential for operating successful Hajj journeys. The study 
highly advises Hajj agencies to offer training programs for their tour guides, particularly 
for improving their ability to deal with different problems on the Hajj site. More 
importantly, Hajj travel agencies need to assess changes in the religious travel market to 
design and price their products more effectively. 
In the destination services, the present study indicated that transportation is the 
most important service that needs urgent improvement in addition to the need of site 
services improvements in the Hajj camp, such as food services and the need to increase 
number of restrooms in Mina and Arafat, with more attention paid to cleanliness.   
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Study Limitations and Suggestions for Future Researches 
The study applied a purposeful and convenient sampling because the aim was to 
build an instrument based on perceptions of only first time pilgrims. Moreover, the 
present study does not consider the cultural differences of participants and instead dealt 
with them as a part of American culture. Although they represent Muslims living in 
America, many may have different cultural backgrounds. In addition, the present research 
is based only on information from pilgrims (customers). Studies that could collect data 
from more stakeholders involved in the Hajj pilgrimage, including Hajj travel agencies, 
Saudi entrepreneur partners, and the ministry of Hajj, can reveal greater understanding by 
combining data from demand and supply sides, especially in searching for differences 
between customers’ expectations and how providers of these services perceive those 
expectations.  
The research has only begun to address the issues that are important in the 
management of service quality in the context of this religious tourism. The findings 
undoubtedly raise more questions to answer. Importantly, Hajj service quality as a 
multidimensional construct suggests more small-scale studies that focus on internal 
works and problems of different elements. Further study can lead to deeper understanding 
of each dimension and the role played by different providers.   
 
 
 
 
 
 
 
 
 
 168 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
APPENDICES 
 
 
 
 
 
 
 
 
 
 
 
 
 169 
 
Appendix A 
Interview Questions 
 
Dear Respondent 
The study focuses on examining service quality in Hajj as perceived by pilgrims from 
USA performed Hajj the season 2012. You have the right not to response any question, I 
promise you with anonymity, and the data will be used only for the purposes of this 
study. 
 
Life History 
1- Tell me about yourself, Name, Age, Education, occupation.   
2- How did you decide to perform Hajj in this season? 
 
Description of Experience 
3- How did you choose to by your Hajj package from this travel agency? 
4- How would you describe your experience with the following services? 
 Booking and visa  
 Transportation: Airline services, buses, trains 
 Accommodation: Mecca, Mina camp, Muzdalifah and Medina  
 Food: Mecca, Mina, Muzdalifah, Arafat Medina (choices, quality, speed of 
service) 
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 Accessibility: Worship and rituals places, rest rooms, hotels, restaurants (from 
accommodation)  
 Guiding and interpretation: Religious guide, agents from the company.  
 Cleanliness: all places you went to or stayed in 
 Shopping for souvenirs 
 Service employees in general  
5- In your opinion how important are these services in the Hajj experience? What are 
the important things in each of these services? 
 
 Reflection on Experience 
6- Over all do you think your expectations were met for the tour package? 
7- How well your travel agents kept their promise? 
8- How satisfied were you with the perceived value of the money you paid for your 
Hajj journey. What percentage of the money you paid that you feel it can match 
the value you get from the whole services?  
9- Any incident that happened to you or to someone you know in terms of services 
that affect performing a hajj ritual the right way?  
10- In Hajj site what is thing that needs an urgent improvement for better serving Hajj 
pilgrims in your opinion? 
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Appendix B 
Sample Questionnaire 
 
Hajj Survey 
 
Part I 
We would like to begin with general questions regarding your recent Hajj journey 
 
*1. Is this your first Hajj journey? (please circle one) 
o Yes                     
o No 
 
 
*2. If no, how many times did you perform Hajj? (please circle one) 
o 2 times                 
o More than 2 times 
 
 
*3. What is the rank of the package you purchased for the Hajj journey? (please 
circle one) 
o One Star 
o 2 Stars  
o 3 Stars 
o 4 Stars 
o 5 Stars   
 
 
PART II 
 
In this part we would like you to answer questions regarding your evaluation of   services 
delivered in your purchased Hajj package (please circle one number for each 
statement) 
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*4. Please indicate your perception regarding Hajj transportation services and 
accessibility 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
Hajj transportation was 
provided as good as promised 
7 6 5 4 3 2 1 
Buses were in good conditions 7 6 5 4 3 2 1 
Arriving to different Hajj 
location was in promised 
times 
7 6 5 4 3 2 1 
Airport transfer services 
where  
7 6 5 4 3 2 1 
It was easy to access Haram in 
Mecca from our 
accommodation 
7 6 5 4 3 2 1 
It was easy to access the 
Jamarat  from our tent in Mina 
7 6 5 4 3 2 1 
We could easily access 
restrooms from our tent in 
Mina 
7 6 5 4 3 2 1 
We could easily access 
restrooms from our tent in 
Arafat 
7 6 5 4 3 2 1 
 
 
*5. Please indicate your perception regarding Hajj accommodation services 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
Accommodation in Mecca 
was provided as good as 
promised 
7 6 5 4 3 2 1 
Tents in Mina was provided 
as good as promised 
7 6 5 4 3 2 1 
Tents in Arafat were as good 
as promised 
7 6 5 4 3 2 1 
Accommodation in Medina 
was provided as good as 
promised 
7 6 5 4 3 2 1 
We had convenient hotel 
locations  
7 6 5 4 3 2 1 
Rooms in Mecca were 
comfortable 
7 6 5 4 3 2 1 
Tents in Mina were good  7 6 5 4 3 2 1 
Accommodation in Medina 
was comfortable  
7 6 5 4 3 2 1 
Tents in Arafat were good  7 6 5 4 3 2 1 
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*6. Please indicate your perception regarding Hajj tour guide services 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
Hajj guiding services were 
delivered as good as promised  
7 6 5 4 3 2 1 
We were kept informed about 
schedule and what to expect 
in activities  
7 6 5 4 3 2 1 
Our tour guides were 
frequently ready to help us 
7 6 5 4 3 2 1 
Our travel agents gave us 
personal attention 
7 6 5 4 3 2 1 
Our itinerary for our Hajj was 
convenient  
7 6 5 4 3 2 1 
Our accompanying religious 
scholar was helpful in guiding 
to perform Hajj  
7 6 5 4 3 2 1 
Our Hajj agents could deal 
with problems we had 
7 6 5 4 3 2 1 
Our Hajj agents enabled us to 
deal with critical incidents 
that might affect our Hajj 
performing 
7 6 5 4 3 2 1 
When we have a problem, our 
travel agents show a sincere 
interest in solving it 
7 6 5 4 3 2 1 
We trusted our Hajj agents in 
dealing with encountered 
problems  
7 6 5 4 3 2 1 
 
 
*7. Please indicate your perception regarding Hajj food services 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
Food served was as good as 
promised  
7 6 5 4 3 2 1 
Food was nutritious  7 6 5 4 3 2 1 
We had good meals in Mina 7 6 5 4 3 2 1 
We had good meals in Mecca 7 6 5 4 3 2 1 
Restaurants were easily 
reachable from our tent in 
Mina  
7 6 5 4 3 2 1 
Meals were provided in 
promised times   
7 6 5 4 3 2 1 
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*8. Thinking about your experience with Hajj services, please rate the value you feel you got 
for the money you paid 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
The package I purchased 
was fairly priced 
7 6 5 4 3 2 1 
The package I purchased 
was economical 
7 6 5 4 3 2 1 
Services delivered in my 
hajj package deserve the 
money I paid 
7 6 5 4 3 2 1 
 
 
*9. How do you evaluate your overall experience with services delivered in your Hajj 
package? 
Statement 7  
Strongly 
disagree 
6  
Disagree 
5  
Somewhat 
disagree 
4  
Neutral 
3  
Somewhat 
agree 
2  
Agree 
1  
Strongly 
agree 
I am satisfied with services 
provided in my Hajj 
package 
7 6 5 4 3 2 1 
I am glade that I purchased 
my hajj package from this 
agency 
7 6 5 4 3 2 1 
The package satisfied all 
my needs for the Hajj 
experience 
7 6 5 4 3 2 1 
 
 
*10. What do you think the best number of persons for a group of Hajj journey? (Check the most 
appropriate answer) 
 
o 10-15 
o 15-20 
o 20-25 
o 25-30 
o More than that  
 
11. (Optional) What a positive or negative incident that happened to you while performing 
Hajj regarding service delivery that you would like to share? 
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12. (Optional) In your opinion, what suggestions you give to the travel agents to improve 
quality of services in their Hajj package in the future? 
 
 
 
Part III 
Finally, we would like to ask you few questions about yourself. Your answers will be combined 
with others and will be kept strictly confidential. 
*13. Where do you live? 
City / …………………..                                    State/ …………………… 
*14. You are originally from? /………………………… 
 
*15. What is your gender? 
o Male 
o Female  
 
 
*16. Which of the following ranges includes your age? 
o 18-29 
o 30-39 
o 40-49 
o 50-59 
o 60 + 
 
*17. What is the highest level of schooling you have completed? 
o High school or less 
o Technical school 
o Some college 
o College graduate 
o Graduate school 
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*18. What is your marital status? 
o Single 
o Widowed 
o Married 
o Divorced 
 
*19. Which of the following ranges includes your annual household income? 
o Under 25,000 
o $25,000 - $34,999 
o $35,000 - $49,999 
o $50,000 - $74,999 
o $75,000 - or more 
 
 
 
 
 
THANK YOU VERY MUCH 
Your Input will assist making recommendations on how to improve Hajj service experience 
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